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To Schools, Colleges 
and Hotel Men_—— 


In placing advertising for 1895, 
do not lose sight of the fact that 


The Republic 


will operate in connection with 
this particular branch of its ad- 
vertising department an . . « 


Information Bureau. 


Full particulars concerning Summer Resorts, Hotels, Schools, Colleges, 
Transportation, Routes, Tours, etc., will be promptly furnished upon 
application. Detailed and specific information, not found in circulars, book- 
lets and the like, will be given those visiting the Bureau or supplied by mail. 


NO CHARGE WHATEVER FOR ANY 





SERVICE RENDERED. 





This arrangement will make it particularly advantageous to have your 
resort or institution represented in THe Repustic’s advertising columns: 
Estimates quickly furnished by 


THE REPUBLIC, Sr. Louis, Mo. 
Or at New York Office, 146 Times Bldg. 
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..Women 





read the local paper 





fully as much as the 
men. The entire 


household is made 











acquainted with all 
there is in it. 


The advertise- 





ments are studied as 


well as the locals and the news of the day. 
Women influence the expenditures, and are 
influenced by what they find in their local paper. 
They want the necessities and many of the 
comforts, and they are pretty apt to get them. 
A million families—men, women and children— 
are reached weekly by the Atlantic Coast Lists. 
ORO OO O59 39959 
The lists comprise 1450 local papers. 
One order, one electrotype does the business. 
Catalogue for the asking. 
; Foe Oe get Oe ge 
ATLANTIC COAST LISTS, 
134 Leonard. Street, New York, 
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REACHING THE RICH. 





1 believe it was Mr. Howells who 
remarked that we have no leisure class 
in America, but that we have a leisure 
sex. A moment’s reflection will show 
how true this observation is. Our 
millionaire bankers and brokers prob- 
ably work longer and harder than the 
meanest of their clerks, while at home 
their wives, having an abundance of 
servants, while away the hours with 
literature, art, music and kindred di- 
versions. 

The question of reaching the rich 
consequently resolves itself into a 
question of reaching their wives as a 
main object. A natural result of this 
question is: What do they read? 

That both rich men and women 
read newspapers, does not admit of 
question. While thinking of Mr. 
Howells, we remember how Silas 
Lapham, in the heaviest rush of his 
business, never failed to read his paper, 
just as the modern business man 
never fails to read it on the train, at 
least cursorily Indeed, the only way 
of reaching the ‘‘ modern Midas’’ at 
all directly is through his newspaper. 

It seems to me to be a mistake to 
think that a two-cent paper necessarily 
has a better class of readers than a 
one-cent paper simply because it costs 
a cent more. Also that a sensational 
paper has a less desirable class of 
readers, from a pecuniary standpoint, 
than one that is not sensational. The 
mania for sensationalism does not de- 
pend upon the state of a person’s 
pocket-book, but is an acquired taste. 
The rich have it as well as the poor, 
and to condemn a paper as a medium 
for reaching the elite, simply because 
it gives the news in a spicy manner, is 
sheer nonsense. Many of the staid 
and dignified papers are read by poor 
people, while large numbers of the 
most sensational are read by the rich. 

At the time when the magazines 
cost twenty-five and thirty-five cents 
each, it was fair to assume that they 





reached people in comfortable cir- 
cumstances. Now that some are sold 
for a dime, and it appears that all will 
soon follow in the same direction, 
their special fitness for reaching the 
rich has been impaired to a great ex- 
tent. A magazine like the orth 
American Review, costing fifty cents 
per issue, can still, however, be expect- 
ed to reach people who are very 
comfortably situated. 

The humorous papers have always 
been regarded as of special fitness for 
reaching the wealthy in an advertising 
way. ‘Lheir price of ten cents a copy 
is high compared with other periodi- 
cals and this fact has probably much 
to do with the character of their cir- 
culation. 

Publications in the style of the C/ué, 
Town Topics, the Rider and Driver 
and the Home Journal, New York, 
reach the wealthy almost exclusively. 
They are essentially the organs of 
society in its various phases, and have 
little interest for the middle classes, 
save perhaps those who have a mono- 
mania for imitating upper -tendom 
even to the extent of reading what it 
reads. 

As the years go by, the advertiser 
will care less and less to reach the 
rich exclusively, since the cheapening 
of many articles, as well as easy terms 
of payment, will make the. poorer 
people purchase them. Thus it is not 
so many years ago that sewing machines 
and pianos were the special preroga- 
tives of the wealthy; to-day we find 
them almost in every home. This is 
due not so much to their being cheap- 
er, as to the fact that they can be paid 
for in small instalments, a factor that 
is breaking down the wall between 
the rich and the poor in the purchase 
of almost all articles that cost con- 
siderable money. A clerk can now 
own an edition de luxe of his favorite 
author by paying two or three dollars 
a month, when years ago this was the 
privilege only of his wealthier neigh- 
bor. Consequently expensive editions 
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of books, as well as pianos and other 
high priced articles, can be remuner- 
atively advertised in publications that 
do not reach any but the middle 
classes. . G. TF ¢. 


—_+o+—___ 
A NEWSPAPER WITHOUT ADS. 


New York has a daily newspaper 
that will not insert advertisements. It 
is called The News-Leaf, is edited and 
published by Mary Bacon Ford, con- 
sists of four small pages, and sells for 
one cent. It appears two hours later 
than any other morning daily—that is, 
at five o’clock in the morning—and 
aims to condense the news under ap- 
propriate headings for ready reference. 
It announces that it will try to over- 
come mechanical difficulties and grow 
yet smallerin size. The venture—now 
a week old—is said to have been mod- 
erately successful. It will be inter- 
esting to see whether a daily newspa- 
per without advertising can succeed in 
New York. 

A representative of PRINTERS’ INK 
‘visited the editorial department of the 
News-Leaf and gleaned some interest- 
ing facts. 

‘*Our aim,” said the gentleman in 
charge, ‘‘is simply to produce a news- 
paper—one that gives the news with- 
out any padding, without any editorial 
comment and without any ads. A 
man can absorb by our paper every 
particle of the previous day’s news 
while eating his breakfast. The ordi- 
nary newspaper has become so bulky 
that the ordinary newspaper reader 
glances only at the headings, and, per- 
haps, at only a part of these. 

“‘The condensing of news may be 
somewhat new in newspapers, but the 
idea is comparaiively old in magazines. 
Publications like the Review of Re- 
views, the Literary Digest, Littells 
Living Age, Current Literature, are in 
literature what the Vews-Zeaf aims to 
be in journalism—a sort of review of 
the entire field in a form ready for the 
quickest assimilation. 

‘*We will have no headings, no 
write-ups, no illustrations, and, what 
will perhaps interest the readers of 
PRINTERS’ INK most, no advertise- 
ments. The desire for advertisements 
and the aim to charge the highest 
possible rates for advertisements and 
make them support the paper en- 
tirely is, we believe, the reason 


for the large amount. of circulation 
lying now being done. 


We think we 


can make our circulation support us. 
The gratifying success we have had so 
far strengthens us in this belief. 

‘*In regard to news, we will give 
important matters with as much fullness 
as they deserve, but matters of very 
little significance will, of course, be 
greatly condensed. For instance, 
when a murderer is hanged, it is of 
little importance what he ate on the 
day of his execution. Our treatment 
of sensational happenings will be such 
that a father can put the entire paper 
into the hands of all his children— 
something that it is not always possible 
to do with other papers.” 


——___- + -_ 


COLLEGE PERIODICALS. 
By H. C. Pearson. 


It does not appear to the writer that 
the opportunities for advertising which 
college periodicals afford are taken ad- 
vantage of by the great body of men 
who have things to sell. The cigarette 
manufacturers and dealers in sporting 
goods have discovered this fertile field 
and generously cultivated it, but in 
many cases they are almost entirely 
alone. 

As a matter of fact the college boy 
needs, or thinks he does, everything 
which an older man does, and a good 
many other things besides. Here in 
the East, at any rate, he generally has 
plenty of money and spends it freely 
for whatever his fancy or the need of 
the moment dictates. ‘lhe way to at- 
tract his attention is by ‘‘catchy,’ 
well-written advertisements in the pub- 
lications in which he is most interested ; 
those, of course, of his own college. 

College publications include, first, 
the daily papers issued at the large 
universities, Harvard, Yale, Cornell, 
etc. These are small, four-page af- 
fairs, containing the college news of 
the day and timely editorials thereon. 

Where these dailies are supported, 
the weekly publications are devoted to 
humor or light literature. At Har- 
vard, for example, the famous Zam- 
poon and the Advocate are both week- 
lies, the former made up of breezy 
jests, verse and paragraphs ; the latter 
of remarkably good short stories and 

try of more serious purpose than 
the Lampoon’ s. 

In the smaller colleges the weekly or 
fortnightly paper, usually the former, 
serves as the news medium, and in 
most cases adds other special features. 
Where no monthly magazine is issued 
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the newspaper serves to represent as 
well the literary element of the college 
and contains stories, poems and, rarely, 
essays. 

The monthlies are in all cases, I 
think, devoted to literature, or, at 
least, to collegiate attempts at it. In 
the larger institutions they are apt to 
be a bit heavy reading for the out- 
sider, while in the smaller ones there 
is more life if also more crudity. 

A fourth and important class of 
publication at our colleges is the 
annual. This is usually a large and 
handsome book, selling at from 50 
cents to $2 per volume. It is a com- 
plete directory of the college or uni- 
versity and all of its undergraduate 
organizations. It is generally pro- 
fusely illustrated with half-tones and 
original drawings. Especially in the 
‘freshwater’’ colleges a feature is 
made of unsparing jokes upon faculty 
and undergraduates alike. 

This in a word is the college press. 
It belts the country from Bowdoin to 
Leland Stanford, from Ann Arbor to 
Sewanee. Its voice rises, not always 
in unison, but generally with some- 
thing of interest to say, and it reaches 
afar wider circle than the million 
young men and women for whom it is 
originally intended. 

A manufacturer or dealer deciding to 
try college advertising may ask which 
mediums of the four will best repay 
him. The answer is, if his wares are 
standard and staple, like Tiffany’s for 
example, choose the monthly or the 
annual. If it is desired to push a nov- 
elty take the daily or the weekly. And, 
in any case, well gotten-up advertising, 
carefully placed in college publica- 
tions, will bring satisfactory returns. 
++ —_ 


THE AMERICAN NEWSPAPER DI- 
RECTORY FOR 1895.* 








The American Newspaper Direct- 
ory for 1869 first gave a complete list 
of newspapers in the. United States 
and Canada, with circulation ratings. 
The volume was eagerly welcomed 
and its publishers have since issued 
the book annually. Each year it be- 
comes more trustworthy, and is the 
acknowledged standard authority on 
American newspaper statistics. 

The circulation ratings in the 1895 
edition represent the average issue for 
a year preceding the date of the re- 
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port—practically the average issue for 
1894. Ratings in figures, or by a let- 
ter followed by one asterisk, are based 
upon a report furnished by the pub- 
lisher, and such ratings are absolutely 
reliable. The publishers will pay a 
reward of $100 for each and every 
case where it shall be proved that a 
paper so rated was not entitled to the 
rating accorded. 

To be correctly rated it is only 
necessary for a publisher to know what 
his edition has been for the year, to 
set forth the facts, date the statement 
and sign it with a pen. A réward of 
$25 is offered to any publisher who 
proves that he handed in such a re- 
port and that his paper was not ac- 
corded the circulation rating estab- 
lished thereby. 

During compilation a report of some 
kind was received from 12,505 pub- 
lications—a much larger percentage 
than ever before. Each remaining 
publication, catalogued in full, was 
seen and examined or believed to be 
in existence; 4,459 gave actual cir- 
culation figures covering the full year 
and are rated in Arabic figures in ac- 
cordance with the report, the correct- 
ness of the figures being guaranteed 
under a forfeiture of $100. Formerly 
only one report in twenty was of this 
kind ; now it is one in three, and one 
ia five of the entire number published. 
Reports from 5,687 were not sufficient- 
ly definite to enable the editor (after 
correspondence) to arrive at exact is- 
sues for a year, and the circulation in 
these cases is indicated by a rating 
letter. 

Newspapers which appeared in the 
Directory for 1894, from which, after 
repeated attempts, no information 
could be obtained, are entered by name 
and frequency of issue only, followed 
by an interrogation point. 

A valuable feature has been ad- 
mitted, this year, giving publishers an 
opportunity to state, in their own 
words, whatever they choose about 
their publications, immediately fol- 
lowing the technical description of 
their papers. All such notices are 
preceded by the word ‘‘ Advertise- 
ment.”’ 

NUMBER OF NEWSPAPERS. 

In 1894 the Directory catalogued 
20,169 newspapers. Of these 2,133 
have since died, leaving 18,036. The 
present Directory contains 20,395 
newspapers, 2,359 of which are new or 
appear for the first time. 











HE GOT THE ORDER. 
BUT NOT FOR HIMSELF. 


Caller—Mr. D, I represent the firm 
of B & C, expert ad-writers. Will 
you not allow us to submit to youa 
sample of our work, subject to your 
approval ? 

Mr. D—It would be useless, sir; I 
prepare all my own ads. 

Caller—But, my dear sir, an expert 
who has made a careful study of his 
business is sure to say only what 
should be said, and 

Mr. D—That also is unnecessary. 
If a person keeps his name continually 
before the public it doesn’t matter 
much what he says. Besides, | can’t 
afford to spend more in advertising 
than the $800 | am paying for space. 

Caller—Very well, sir. Then can 
you not employ me as one of your reg- 
ular drummers? 

Mr. D—Possibly. 
qualifications ? 

Caller— 1 can talk to more men in a 
day than any one else in town. 

Mr. D—But, my dear sir, talk alone 
may not sell goods. What can you 
do? What will you say to them? 

Caller—Oh, that don’t matter. Just 
rig me out in an $800 suit and | will 
agree to keep your name before them. 
So long as I do that it won’t matter 
what I say. 

And Mr. Dean, as the caller de- 
pres, looked at the carpet as though 

e saw the point of something sticking 
up there, while the office boy attempted 
to collect the widely distributed strains 
of ‘‘Sweet Marie.” Then Mr. D 
reached for his pen and gently wrote 
an order to an ad-smith without a run- 
ner for one ad per week. 

WILDER GRAHAME. 


——_+@e—_—_—. 
CHURCH ADVERTISING. 


In the midst of the rush of adver- 
tising, the church ad is conspicuous 
mainly by its absence. Very few 
churches make any use of printers’ 
ink, and they do not make the use of 
it that they might. Now I put it asa 
question to the church at large, why 
should not churches advertise? It 
seems to me that there are many rea- 
sons why they should. The church as 
an institution is engaged in the best 
work possible ; it has something which 
all men need. Why does it not place 
its work and its claims before the 
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public in a = see style? Why not 
advertise? True, it has its religious 
papers and thus, to a certain extent, 
does advertise, but how many of the 
people whom it wants to reach ever 
read a religious paper? The people 
who take the denominational paper 
are the people who least need to be 
told of the church’s work. Many 
churches advertise by posting in hotels 
and other prominent places notices of 
their regular services ; this is all right 
as far as it goes, au. produces good 
results; but to one reached in this 
way there would be a score reached if 
the same notice was inserted in the 
local papers. 

But why don’t the church adver- 
tise? Chiefly, perhaps, because its 
members do not yet perceive the great 
advantage of advertising, and have a 
prejudice against it because so many 
of the evils which the church sets her- 
self to combat make use of this means. 
This latter, so far from being an ar- 
gument against the church ad is one 
in its favor ; it shows that the church 
is sleeping, while its foes are on the 
march. Because an agency has been 
put to a bad use is no reason why it 
should not be put to a good one. The 
chureh is behind the times in this re- 
spect. If our churches will make use 
of modest but attractive ads, in local 
and standard papers, they will attract 
larger audiences and be enabled to 
reach more people. The church ad, 
by appealing directly to the masses, 
will also tend to lessen the growing 
animosity of the laboring class toward 
the church. 

If our churches, then, would keep 
up with modern methods and push for- 
ward the work intrusted to them, let 
them use the means at their hand, and, 
applying the same good sense here as 
in business, let them advertise. 

G. C. ALBORN. 


ee nae 
COULDN’T DO IT. 


An exchange paper tells a story of a 
man in London who determined to 
spend all he made during the first year 
in advertising. He soon found that it 
was impossible, for the simple reason 
that the more he advertised the more 
he made, and after a strenuous effort 
to get rid of his money in advertising 
he had to give it up. If you don’t be- 





lieve it, try it.—Charleston Mercury. 
i 
THE man whose business seems to shrink, 
Should try the hints in Printers’ Ink, 
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What’s the use of talk- 
ing, there’s no paper to 


compare with 


The Sun 5 


That’s what its ‘readers § 


say, and this is appli- 


cable quite as much to e 
its advertisements. : : ; 


The Sun 


Is first. There is no 
second. Address THE 
Sun, New York. 
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- “Skill and Patience Will Succeed 
Where Force Fails.” 


You can’t force people to buy your goods, but you can 
persuade them by judicious advertising to do so. 








Women 2.2251 2f the busing, and 


A Good Advertisement is Bound 
to Influence Them... 


When placed in their favorite 
paper, the 


Ladies’ Home 
Companion 


Which had on April 1, 1895, 161,414 paid-in- 
advance subscribers, distributed at 36,703 
post-offices. We guarantee to print and cir- 
culate at least ; 


165,000 Copies Each Issue. 
$$00OOT-O<BOCee- 


MAST, CROWELL & KIRKPATRICK, Publishers, 


NEW YORK CITY, SPRINGFIELD, CHICAGO, ILL., 
4108 Times Bidg. OHIO.. 1643 Monadnock Block. 
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CONAN 
DOYLE 
DETECTED 


in PHILADELPHIA the finest 
men in America. Their thriftiness, 
regular habits, and home life, make 
them so. 

Experience has shown them to be 
what they ought to be—the best 
and most profitable set of men to 
reach through the newspapers. The 
paper of most of them—the paper 
they read carefully, regularly, 
thoroughly, in their leisure, at home, 
evening hours—is 


The [TEM. 


It has a million readers a day. 














Ss. C. BECKWITH, 


. SOLE AGENT FOREIGN ADVERTISING, 
The Rookery, Chicago. Tribune Building, New York. - 


R. L. Curran, New York. 











PRINTERS’ INK. 


sonrmnmermnmnrnrmnrmnnarmnmnrmane 


The Good Work 
Is Going On Bravely— 


Weare steadily climbing. Good words 
from press and people continue to 
pour in. There has not been a single 
unfavorable comment by the press. 


THE JHE (Z LOBE 


is more than ever before the 


Best Paper in St. Paul. 


ALALPASLIF 


The Globe has recently absorbed the St. Paul Call and 
has now no competitor in its field. 


The Northwest is Prosperous, 
The Globe is Prosperous, and 
Our Advertisers are Prosperous. 


ALPLAAPA 


New York Office: 517 and 518 Temple Court, 
C. E. ELLIS, Manager. 
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ACROSS 


the continent, in the far 
Northwest, there is a vast ter- 
ritory thinly populated by 
well-to-do people. It is in 
this wide and thriving coun- 
try—the State of Oregon, part 
of Washington and all the 
North Pacific coast—that the 


RTLAND 
EGONIAN 


circulates — Daily, Weekly 
and Sunday. The people 
of that great country make 
money and have it. They 
are willing to buy what you 
have to sell and able to pay 
for it. Get your goods 
planted there and grow up 
with the country. If in- 
terested at all, write to 
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Oregonian Pub. Co., 


H. S. PITTOCK, Treas.-Mgr., 
H. W. SCOTT, Editor. 
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Designed by Jno. Brennan, Brooklyn, N. Y. 
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Has plenty of money and is will- 
ing to spend it. 

The Western Metropolis is a 

. city of buyers and sellers, a com- 

mercial town. 























You can buy or sell anything 
in Chicago that can be bought or 


sold anywhere. 
The best way to reach the 


Chicago public is by an advertise- 
ment in 


The 
Chicago 
Dispatch. 


Everybody in the World’s Fair 
City reads that paper. Try an 
advertisement —it costs little. 
Make a bid for Chicago 


MONEY 


Oe 
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THE 
POST- 
DISPATCH 


Is like the ‘‘ Father of Waters” 
—runs in every direction — 
though its course is straight. 





It proves a larger city cir- 
culation than its two morning 


neighbors (The Republic and Globe Democrat), combined. If this 


isn’t true, it cannot be disproven. 


TRY THIS ON. 


It might make you some money—that’s what 


the advertiser is after. 


a 


PULITZER PUBLISHING CO., Pubs., 
CHAS. H. JONES, Editor and Manager. 
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s. c. BECKWITH, 


SOLE AGENT FOREIGN ADVERTISING, 


Tribune Building, 
New York. 


The Rookery, 


















Plenty 
of | 


money . 
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and an open-hearted liberality are 
characteristic of the Westerner. 

The people who live in the Western 
towns and on farms have money to 
spend. 

No possible better way of getting 
some of it than through the 


C. N. U. 


Fourteen hundred papers weekly, 
filled with high-class advertisements, 
are shipped to the people of Ohio, In- 
diana, Illinois, Michigan, Wisconsin, 
lowa, and other Western States, from 
the offices of the C. WN. U. 

They are read, if anything is read. 
They bring returns, if any papers do. 

OWE electrotype. NO extras. 

Please write for estimate. 


Chicago Newspaper Union, 
93 S. Jefferson Street, 
CHICAGO. 


NEW YORK: 10 Spruce Street. 
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32 per cent 
More Advertising 


printed in THE EveNING Post during 1894 
than appeared in any other New York 
evening paper. The excess in 1893 was 
25 per cent. 


654 More Columns 


of advertising printed in THE EVENING 
Post during 1894 than in 1893. An ex- 
ceptional record. 





Nine Times 
Out of Ten. 


‘The advertiser who will use but one 
evening paper in New York City will, 
nine times out of ten, act wisely in select- 

“ ing THE EvENING Post. No other has so 

| large an advertising patronage. In influ- 

ence and respectability it easily takes the 
lead.” —Printers’ Ink. 








Publication Office: 
206-210 Broadway, = = New York. 











IN DAYTON. 
Dayton, Ohio, June 13, 1895. 

Editor of Printers’ Inx: 

The gem city of Ohio is not heard from 
often in the advertising line, but there is 
some talent here nevertheless. It is simply 

kward in asserting itself, our merchants 
oeaety seeming not to realize the possi- 
bilities. of the art. There is not an ad- 
architect in the whole town pursuing that 
business alone. There was one here several 
years ago, but he wasn’t fully appreciated 
and he is now writing ads for Marshall Field 
& Co., Chicago. Our successful merchants 
have trade, however, for they constantly 
keep their names before the public. 

- Dayton is very od a manufacturing 
city, and as it is due largely to good adver- 
tising that her products are known all over 
the world, we must turn to some of these 
for Dayton’s best ad exhibits. The National 
Cash Register Company has been mentioned 
more than once in Printers’ Ink for the ex- 
cellence of its advertising matter. Woe to 
the merchant whose name is on their list as 
being without a National Register, for about 
once a month is sent him some new piece of 
matter, urging him to buy. Many a dealer 
is made sick before he decides to purchase a 
register. And this is only one of their 

It is a well-equipped and equally 
indispensable department with them. Mr. 
Hyde is the efficient manager here. 

The tiger’s head is familiar to all interest- 
ed in agricultural advertising as indicating 
the farm implements of the Stoddard Manu- 
facturing Company. hey, too, have a 
special man, who is kept busy preparing 
what has been, in the past, at least, trade- 
winning matter. 

Dayton celebrates her centennial in ’96, 
and our mayor has prepared an elaborate 
letter head giving many interesting facts 
about the city, which can be used ‘ any 
concern, there being sufficient space for the 
individual firm or —— name. 

The book store of the large and complete 
United Brethren Publishing House, of this 
city, has been brought to great success 
through the skillful and judicious advertis- 
ing of its manager, Rev. E. L. Shuey. 

The Y. M. C. A. consults Printers’ Ink 
regularly, and their cards for Sunday meet- 
ings, receptions, etc., indicate rare adver- 
tising ability. In fact, the local association 
is noted for its original advertising. 

The High School Times is a monthly 

riodical in magazine form issued by a 
iterary society of our high school from the 
press of the U. B. Publishing House. It 
circulates among the 700 students of the 
school, and is thus a good medium for deal- 
ers in goods of interest to them. The num- 
ber and arrangement of the ads reflect 
great credit always on the managing ability 
of the business department, and who can say 
what ad-smiths may not develop in a few 
years tocome? Conversation with some of 
the students reveals that their thoughts are 
bent upon this as their future course. And 
these are not all of them boys either. 

As I picked up a recent Saturday edition 
of one of the leading local dailies, I noticed 
from at least two prominent display ads that 
the “ Little Schoolmaster” had been at 
work. Some of its matter had been used 
bodily. Privters’ Inx is appreciated in this 
town anyway, and, “rT: equal pace with 
her rapid progress, we shall no doubt see 
that its advertising will increase in quality as 
well as quantity. Gro. E. Kipp. 
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TEACH A VALUABLE LESSON. 
Percy, N. H., June 21, 1895. 
Editor of Printers’ Ink: 

In your issue of the 19th Mr. Bert M. 
Moses tells of two interesting experiences of 
the indirect influences of advertising, and 
brings out prominently the fact that it is 
never possible to trace every benefit of adver- 
tising to the particular advertisement that 
produced the profitable result. The man 
who believes that he can tell just what ad- 
vertisement and what medium paid, and to 
what degree, is a person too credulous to be- 
come a safe guide to learners in the art. I 
wish Printers’ Ink would print more facts 
of the kind related by Mr. Moses. They are 
specially valuable and instructive. 

STUDENT OF ADVERTISING. 


QUAINT AND QUEER, 
Wooprorp, Vt., June 18, 1895. 
Editor of Printers’ Inx: 
We find the following quaint and queer ads 
in Some of our papers: 





A Queer Advertisement. 

An advertiser in a New York paper says: 
“T wish to accompany a gentleman on a 
pe ge and difficult trip in any part of the 
world, or to undertake such trip for any 
party. Write soon.”’— Boston Glode. 


FOR SALE OR RENT. 
Our pew in the church ; also one large par- 


lor organ; a few calfskins and sheep pelts 
will go cheap if called for soon. 











Is it y for s ic advertisers 
to mix up things as in the last and above ? 
Yours for suggestions, S. M. Bow ess. 





A GREWSOME WINDOW DISPLAY. 
Office of Partetre & Snyper. i 
Apa, Ohio, June 13, 1895. 
Editor of Printers’ Ink: 

This week Messrs. J. T. Cunningham & 
Sons, our local dry goods hustlers, put a 
figure of a man suspended by the neck on a 
rope in their shoe window, just over a lot of 
cut-price cards. This placard was on the 
victim : 





HANG THE MAN THAT 
CAN'T SEE A BARGAIN. 











Needless to say the window arrested the 
attention of every pedestrian and caused un- 
limited t an e have 
never seen a better piece of show-window 
work, ARLETTE & SNYDER. 








THAT “CHARITY ADVERTISING,” 


Editor of Printers’ Ink: 

The article in Printers’ Inx for June r2th, 
inst., entitled “Charity Advertising,’’ con- 
tained some most timely and valuable sug- 

estions. It appears to the writer, however, 

rom an experience of considerable duration 
as a country publisher, that it did not handle 
the subject sufficiently without gloves. I am 
convinced that the average advertiser—I am 
speaking of small cities—I know nothing of 
conditions in the metropolis—regards this 
“charity advertising” as an unmitigated 
nuisance, and waits only the iconoclast dar- 
ing enough to point a way out, to join in a 
movement to stop the whole thing. 

Ihave had more than one advertiser tell 
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me that he knew the value of newspaper ad- 
vertising and would like to increase his 
~~ “but what,” he would add, “can I 

0? Iam blackmailed for useless schemes I 
dare not refuse to the extent of twice or thrice 
over what I pay the news; . Icanstand 
about so much, so I rob Peter, whom I want 
to Ys to pay Paul, whom I dare not 
refuse. I rob myself of legitimate advertis- 
ing to patronize these fake advertisin; 

» b y petitors do it, an 
not one of us has the sand to refuse. 
money I ought to put into newspaper adver- 
tising, which everybody reads, goes to hel 
defray the expenses of benefits for the Little 
Sisters of the Heathen, the Amalgamated 
Sons of Everlasting Rest, etc. I often wish 
I had the sand to tell them to take my dollar 
and leave my ad out of their programme, but 
the polite little fib that I think I am being 
advertised by their scheme is a necessary 
part of the game.” 

Now this is so true to life that every coun- 
try advertiser and every — publisher 
will instantly claim it as one of his own ex- 
periences. The plan is this: The church 
society, or the temperance union, or the 
needlework guild, wants to get up an en- 
tertainment. ‘ammes are to be printed. 
“Oh, that needn’t cost anything —why, 
everybody will be glad to advertise in a 
church programme.” So the committee is 
appointed; and Mr. S. and Mr. J. are assured, 
with winning feminine smile, that ‘ there is 
just room on the programme for their ad.”’ 

ack of the smile, the luckless merchant 
knows, is a prospective boycott unless he 
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each shook his head and remarked kindly 
but firmly that they could not use any of the 
stock. mething was wrong. 

Soon after the distillery was in operation 
an advertising solicitor of a leading liquor 
trade paper called upon the manufacturer. 
The distiller remarked that he considered 

ying out money for advertising a waste of 
unds. He said he made the best brand of 
liquor on the market and Jit could not help 


ee op the most ina b 
length of time. 


In vain did the solicitor talk of the 
merits of advertising in getting before the 
men with whom he wanted to do business ; 
how his brand was comparatively unknown 
to the trade and with what reluctance they 
buy anything that is not well known, and 
that the whisky, being unknown to the re- 
tailer, would remain on the hands of the 
wholesaler and jobber. The merchant re- 
sisted the solicitor’s every approach and he 
finally left, ag | a curt “* Good-day.” 

Six months had passed away when one 
day the advertising solicitor met one of the 
traveling salesmen and asked what success 
his firm was having. ‘Why, haven’t you 
heard about him?” the salesman repli 
“He has been out of business about three 
months. Couldn’t make it pay. We sales- 
men, somehow, couldn’t get the jobbers to 
take hold on the goods. He had a large sum 
back of the concern, but paid it all out in 
salesmen’s hire. Then one week we men out 
on the road did not receive any sal ; sti 
another week passed and we had not heard 
from the house. By this time we were cor- 
ing with each other about the matter 
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comes down with the price. The req 
are by no means confined to advertisers be- 
longing to the church or the society affected. 
So profitable have the programmes for church 
entertainments, firemen’s balls, and like en- 
terprises, become that the advertising receipts 
have more than once amounted to-more than 
the entire reccipts from patrons of the enter- 
tainment. I know of a firemen’s dance at 
which the receipts for tickets was ten dollars, 
and the receipts for advertising in the ** wide- 
ly read” programme, $100. I know of a 
boys’ social in a certain church at which it 
was said the boys who ran it not say aid all 
the expenses of the show and raised the sum 
they set out to raise out of the advertisin 
scheme, but actually got a nice little person 
commission out of it, too. 

Perhaps I have said enough. Perhaps I 
have said too much; but “charity begins at 
home,” and if the organized blackmail scheme 
known as “‘charity advertising” spreads at 
its present rate for another two years the 
average country merchant will be a fit sub- 
ject for charity to begin at home a 

A. E. Hoyt. 





HE FAILED. 


Editor of Printers’ Ink: : 

A whisky distiller started in business a 
ear ago with great hopes of success. He 
had ample funds and did make the best 
brand of whisky on the market. In due 
season he started his half dozen salesmen on 
the road to introduce the new concern to the 
trade. All were experienced salesmen and 
had a knowledge of the duties that were be- 
fore them. They were well known to the 
wholesalers and jobbers, and all in all, not a 
better set of traveling men could have been 
procured. . 

They started out plenteously supplied with 
samples of the new whisky, which they 
offered freely. Although the wholesale men 
sipped with satisfaction the delicious mash, 


and agreed to travel back to the distillery. 
We walked in one day and found our em- 
ployer in the midst of collectors trying to 
tell them that the hard times were against his 
business and no sales were being made. We 
salesmen talked to the old gentleman and 
demanded our two weeks’ salaries, but he 
said his whole reserve fund was exhausted. 
We all quit and now a ‘For Sale’ sign is 
hanging on the door of the distillery.” 
Lewis GARRISON. 





IT LACKS A TALE (TAIL). 
35 Smith St., 
Co.pwaTER, Mich., June 7, 1895. t 
Editor of Printers’ Inx: 
What do you think this mansells? The in- 




















closed is his complete ad. 
Harry W. PARKER, 





Fut ony a stock, tho’ varied, choice and 
clean, 
Now fills its anxious owner with despair ; 
For many a bargain’s doomed to go unseen, 
Because the public does not know ’tis there! 
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KEEP ON A FISHIN’. 
Su the fish don’t bite at fust, 
at be yew goin tur dew? 

Chuck down yewr pole, throw out yewr bait, 
on say yewr —" s threw? 

v course yew hain’t, yewr goin tur fish, 

An fish an fish an wale sans 
Until yew’ve ketched yewr basket full, 

An used up all yewr bait. 


Suppose success don’t come at fust, 
at be yew goin tur dew? 
Throw up p men Rag e an kick yewrself, 
An go tur es lew ? 
Uv course yew hain "t, yewr goin tur fish, 
An bait an bait Rook z 
Bimeby success will bite yewr hook, 
And yew will pull him in. 
—ae Sunday Courier. 


SHOW WINDOW GENIUS. 

There are many women in New York who 
are attracted to a shop on the strength of the 
show windows only. It is the knowledge of 
this fact that has led one prominent city mer- 
chant to hire at a commanding salary an 
American, whose profession is show window 
dressing, and whose business it is every 
seven ays to think out something new for 
the four great dows at his d His 
latest achievement has brought + women all 
this week buzzing about the vast plate glass 
fronts. He takes a set of corset forms, the 
stuffed semblance of a woman’s “shoulders, 
waist and hips, selects the requisite cloths 
and buttons, an71 with pims decorates the 
forms in what seems to be the most admirably 
trimmed and fitted waists. In reality not an 
inch of the cloth is cut, but is so deftly 
turned, twisted and folded and pinned that 
the keenest eyed woman is at first deceived. 
Every day this man dresses his forms anew, 
working out in folds and pins the most dar- 
ing feats of the dressmaker’s art, and, as one 
enthusiastic woman remarked, “‘ gives one 
more ideas for one’s new fall gowns than all 
the fashion books published.” —W. Y. Sun. 


—__—__ ++ —____ 
Classified Advertisements. 
Advertisements under this head, twolines or more 
withvut display, 25 cents a line. Must be 
handed in one week in advance. 
WANTS. 


Geo HOUSEKEEPING. Ads. 





(G.00D HOUSEKEEPING. Ads. 
(are CRAYON wants to write your ads. 

ILL give for PKIN1 PRINTERS’ INK for 1893. 
W Writes © * 


P. O. Box 2208, New Yor! 


O73 metal wi clecenoype RY. 3 


ie AGREE Ed YdoTH, ph - Ay ~ Mo. 


1,000. All kinds clip- 
ee aM cL. ont J PPING BUREAU, Galena,Kas. 


EB pressman ‘and ster eerecty per, first-class 
van wants 
— = 
enced, up-to-date 
x Siter teen oa 
whe could im nvest. ‘address “ SUCCESSFUL,” 
LIVI yon 0 send for my booklet if you 
[= Bid business. Z 


mean 
wm JO ray N, Manager Printers’ Ink Press, 
10 Spruce 8t., New York. 


W WAiirerating idee ay eee 


— ; PAPER AND 
PRESS, uae elphia. 





A*® abbzound printer wants position. Compe- 
to 
ee plant. South or West ~ 
W OULD like an additional periodical, mags. 
daily, to represent and 
oa fet, who would be willing to give liberal 
GB DAI G, 79 Dearborn 8t., Chicago. 
Atsnre book ; ‘beautiful, cheap ; just right 
“ oF souvenir where w Sanne 


tra i concern. Postale ig 
RENT PUBLISHING CO_ 1026 fibert Ri 
w= eT Alto undereland: 


ing stenography Peypewrt 
Must be ond 
juick -» ting’ preferred 


stating 
ualifications and salary . ’ 
fion D’ New York on 


H HERE IS AN OFFER 
yon, PROGRESSIVE BUSINESS MEN. 
Throw that old letter head 
that will r 


manne’ tt dest ed and engra’ 
r. 
for letter h ving ect ¥ 
. Give exact size and w 

sired - MOSELEY, 1 Hill Y, 1 Hill St., Elgin, | Il. 

E books and advert advertising novelties for 
Wy nine oe Micarest ee tas 

le 
to for cash we will make an offer. ‘We = 
ben 3 LD gy og nae InK a few weeks a Sy 
oved sa! 

now in the business to sta: sey Our 3,000" or 
sell "7 a AL OBLISHING Con co., 


[ WiLickT PARK PHARMACY, Haines 
Falls, i Co., N. Y., is open ) =. June 
15th th to Oct. Ist. 1 sell ‘almost ev everything, from a 
toa load of wood, in a very unique 

anv artiste it little buil " T'would like points, 


mae etc., m deal 
= 3 i's ae p=yay = wor Put ae on 
our mailing as above. 
erson St., Brooklyn. THOS. D. MCELHEN ie. 
CORRESPONDENTS WANTED — Everywhere! 
young men run across 
and news items that are exactly 
ERS’ INK’s line. must be of 
‘0 are 








may receive t ective ald toward malting sy Ow 


New Yo _ 


I AM Als $8 pease off ond have had five years’ busi- 

experience, one in A ge and four in 
the business office of a city dai In the latter I 
served as subscription clerk, v. cashier, adv. 
o-. collector and night clerk 


n cash. I 
have the brains and ene to ly fila 
ble position and wor moe S oan a 
le firm. Personal or 8 aay Co Bond - 
p eh PT and wish to hear 
from any help. ng help. "X. "Z.,” Printers? Ink. 


Wai AOENTS_Epcatve territory. = 
unequaled as a subscription 

builder. Our leader now—aseller- staple as flour 
—the new, w rsible 6-foot ge 
Wall Map’o U.S., and World reverse The 
o == tower as much in the world, likewise 
the r general use ever publish x 80 con- 
ceded by its ——— ra. the st compile ersand 
a ogy mapsinthe world. Sells if. Re- 

$5.00 ; to publishers ere andl oqente, 06.2. Par- 
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AD VERTISEMENT CO CONSTRUCTORS. 
== ADS. CURRAN. _ ; 


A» SMITH: Baltimore. Vashington. 
a= hasideas. Baltimore. Washington. 





F, *< SMITH. Baltimore. Washingt 

F. McC. SMITH. Baltimore. Washington. 
KF. McC. SMITH. Baltimore. Washington. 
ADDISON ARCHER, 1 Union 8q., N. Y. 
F®tcay ads. JAMES R. LONG, Wash., D.C., 


IX retail ads, with cuts, | oats, R. L. CURRAN, 
111 W. Mth st., N. Y. 


Gratar Four catchy ik illustrated ads (ow 
cuts) only $2. CARL CRAYON, Printers’ iak, 
Y ads sell so I’m told. CHAS. A. 
iVi WOOLFOLK, 446'W. Main St., Louisville, Ky. 
to know me! 10c. brings sam- 
W Ar: plead. W.C. i it Ave., a 
Seuss iterature—inte! 


f wri and aly “CLIFTON 
wavy x Somerville (Boston), in) Mass. 


Ts oy writer of exclusivel: y medical and 
advert . Advice or sam free. 
ULYSSES G. MA iG, South Bend, 


AgEBAS, the “down eas oe 
improve your ad. Clip 
are using. - a EASTMAN, E East Sumner, 


Non Rs time to set me to work on that 
‘ou purpose = out in the fall. 
FED SCARBO O, 


ree you'res after ads that create a wpchepeme in- 
in your business, I’m anxious ~ ¥ 
a for ed ‘7? SCARBORO, Box 63, Sta- 
ion W, Brook’ 


Os of mys hobbies is short, - short ene paragraphs 
Doyo need a dozen 

pa Alief nh Hy aD SCARBORO, Box 63, 
Station W, Brooklyn,N Y. 

SAFE rule to follow : No matter who does 
4 the wri of your ad circulars or book- 
lets, be sure to have WM. JOHNSTON, of Print- 
ers’ Ink Press, do the printing. 


aia aimee for 305 advert advertisements a year. 





E. L. SMITH, a a , Bidg., Boston, Mass. 
6é AP" DYERTISING F FOR RETAILE -, ”” 64 
If you don’t ge’ at a quarter 's 
worth ou Phone our quarte’ back. CHAS. 
AUSTL , Vanderbilt nderbilt Building, New York. 


a suoceed in | making she adver- 
e 
| ty moore I - my to do 


of ofeach ad 0. ¥ Want my eee oblet 1 tr BROWN, 


man. its to & 
men arats se § 
e. 


x03, 8 ,B’klyn, N.Y. sk 
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y ee sit its to read 
Ko chestnts Tterary spuphnin ae. 
west prices ay B. WASSON, 
154 Nassau St., N. 


pac: T’ve avenue to write little ads 


oné stead vaiumer for San. 
will write to 
business letter heads 
of my, work ip this line. R.L.CcU. , ill W. 
York. 
PECIAL SALES—We have boomed of 
a many 


write us, gi ving and w 
v 
POsn ah taatet terme and information. WILDER 
.. San Francisco. 


— the he printed matter which you have ween 

Se sting ont pert. “. it does not we are con- 
fident we can make Remember we do = 
— business, oeiting and a, Address If 


send for sam) A 
JOHNSTO Manager Printers’ Ink Press, 1 
tline Spruce St., Seow ork. 





WISH to hear from business men who want 
good advertising 


matter prepared. My work 
has al hiked, ieular’ its di 
ne tcarnewtnc to oe — its down- 
emplo: regularly larg stistag 0 _ 
py gS we had cpert ence in -— me = of 


ad wri q make reasonable 
tne W. Sth £t., New York. 


‘HE princi; advantages of employing an ad 
pg Le uipel s of new ideas and the 
quale a thought. Some of my best 
pap can do good writing themselves, but 
they willing to me for ye och © work 
in order to ve ry their Cp 





ag ee 
hand by | some of the 
whale soliea koe — “++; 4 ms in ~. fi This 
son for rons re. 
reunity fora hustler. A. H. MERRILL, 


is an 0) fore be 
‘Advertising Expert, - 4 ~~ MY 
? *'?' 








A cortes of 6 mation ode, ws 


Nall tt Neo ae! se Sl! Sat Natt Me! “ei Nea a See Neat om 





$25 for one. 


I will write and illustrate one medical advertisement of ordinary size 
for $25. This includes one metal = electrotype of the complete ad. 


a series of 12, $125. a. A gorien of 6 vate 
ads, with with electrotypes, $125 ; a series of 12, $200. 
Some of the leading medical advertisers think that I do the best 
work in this line. 1 have permission to refer to them. 


Charles Austin Bates, 


it iHustration or electro- 
ustrated 


1413-1414-1415 
Vanderbilt Building, New York. 













PRESSWORK. 


F ou have a Jong run of presework it will 
I z hy press-roo: 
les reasounbie 


- Best of yo 
BROS., 324-330 Pearl St., N. Y. 
—+or—__ 
BILLPOSTING AND DISTRIBUTING. 
PRINTZ, oie tor of advertising matter, 
P. 730 9th St., N. E. E E., Washington, D. Cc. 


E. OHSFELDT, circular distributor. . 
« tacked up. 760 Minnesota Ave. ia 


athe noes wsncteae 
PRINTERS. 


ys AN BIBBER’S 
ters’ Rollers. 





iieodnees 
MISCELLANEOUS. 

Ge HOUSEKEEPING. Excellent. 

Goo HOUSEKEEPING. Excellent. 


6s IX her Post-INTELLIGENCER Seattle has one 
ot » Le four t papers of the Pacific 
3 Weekly. 


Pee ede e Chalk valk Plate Co., 52 Frankfort 
St., Clev md Ohio, recoats plates less ess than 
60 per cent original cost.’ Write for circular. 





TO LET. 
y= Roston. Space. 


oe Renee ae Se. 
G°E Pp. HUB ert th 38 Times Bldg., N.Y. 


Ge, Pm — Space. 
H. P. HUBBARD, Mar. tD, Mer., 38 Times Bidg., N.Y. 


Wwe have for rent, at 108 10 Spruce St., two con- 
necting offi and one small. 


iaaz ore up re ight of stairs and are well- 

lighi and the pleasantest offices in the build- 

ing. - of large room about 20x24; smaller, 

10x15. If wanting such offices, fitted call and 

ye a Ba hy A eo 
OWELL & CO 





ELECTROTYPES. 
7E_ make electros, 2. ’em_alo’ 
W THOS. H.CKOSLEY Co., 149 i nard St.,NY. 
TEREOTYPE, LINOTYPE ie 


try 
.) metals; 8 oor Tr annodes TEs for 
etc! & CO., ‘ine “sir arch St, 
Pateiphie Pa. 


paz 50 and our ae ap — surprising 
kinds of cuts at iCae is 
Write us your wants, a. ICAGo “EHOM ce) 
GRAVING CO., 
7 OU may ce your own or ie one thing 
can’ e your own cuts. 
us ; $1.50 for best half-tone cut ; prices 
like that and work the best. CHICAGO PHOTO 
ENGRAVING CO., 185 Madison St., Chicago. 
———__- +> 


Eo osama AND ADDRESSING. 


RS bought, sold or exchanged. lot 
a7 [a all kinds, either sex. ‘ADVE TIS- 
ERS’ LETTER BUREAU, 447 6th Ave., N. Y. 


50, 000382 FRESH address addresses, mostly mail or- 
Sa pesanteen. “THE “THE MASCOT, Boston, Site, A 
70 ) es eee oe 
copies se. CHAS. BUCHAN, HAN, Seneva Castle, NY. 
Serene abi Mee SE Hea or aes 


nw rite-tor a rices. os Debiti - 
LRFFING GWELL L" cow. 
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a ey >.» dress 


PRESS CLIPPINGS. 
Seas bam LF PING BURRAU, Atiante, om 
MERCANTILE LAW. 

‘Oy «& THOMAS, Se, Be ebraska, 


of job- 
in lowa or Nebraska 
leading Eastern jo’ 





best 
¢ Saeous ir trade. Write us. Reference, 
J. Sloan, New York City. 





ADVERTISING AGENCIES. 
AGENCIES know GOOD HOUSEKEEPING. 


Ac know GOOD HOUSEKEEPING. 


eames DAY, New Market, N. J. VERTIS- 
ER’s GUIDE, Be. a a year. § Sample mailed free. 


1% ‘ou wish to advertise an ing. wyyeers 
any time, write to the GEO. 
ADVERTISING CO., 10 Spruce St., New York. 


Px yep ese: ad not prejudiced ag 


& CO., « gel Market St., San 


ADVERTISING NOVELTIES. 


A DVERTISIN iG FIRE TRE CRACKERS for the 

Fourth. Send for ae and prices quiok. 
PALMERI’S NOVELTY ADVERTISING CO., 
Brooklyn, N. Y. 


age the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
—s. well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


fog Laden ge | novelties, useful as well as orna- 
in every sespees, 

Novelties in fact as well as name; to be had onl: y 

of us. Our new State maps, 1895 edition, saat ons 


nD 
ADVERTISING MEDIA. 
‘|. HE YANK, Boston, Mass.. nerepmeds 


Roa AnD, Sains, ne, DAILY Bran. Only daily 
in three counti: ~ 


iene a pio is marvelous. 6c. 
stamps. THE NOKTH OkTH STAR, Westfield, acon 


Ts you advertise in, Ohio ¥ — 
For particulars ad 
Park Row, New 4 
NY person advertising in PRINTERS’ INK 
+\ to the amount of $10 is entitled to receive 
the paper for one year. 


é ] N aie Pow: -INTELLIGENCER oe has b> 
0} e four haan rs of the Pacific 
Coast.’’—Harper’s Sag 
a tala advertisers, paper rs that bring results. 
1G TE. 36 Park Row, New York. 
ms a cooten —~ 24 liums only. 


ive in Ohio! a invite your 
x eae ally; the Be ORNING i 


a will 
LA SCOSTE, ‘s 





way = at a 
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NEWSPAPER INSURANCE. 
puere YANK, Boston, Mass., wards off business 


. 60,000 monthly. * 


SPECIAL N NOTICE. 

OTR Beary Sherins’ authority to solicit 
N ad ‘or this com) has been with- 
drawn and he 7 Ao the same. ‘STAND- 
ARD PUBLISHING CO., Publishers the Syracuse 

Syracuse, N. Y., April 26, 1895. 
————+o+——_—_. 
ILLUSTRATORS AND I ILLUSTRATIONS, 


~ OLID TYPE talks in sin GOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


OLID TYPE talks in GOOD HOUSEKEEPING. 
S 
Illustrated ads show gpl 
, way 
Prin ers’ Ink lok SN N. * 


4 ILLUSTRATED ads (out 
CARL CRAYON, Prin 
SENIOR & CO., “Wood E Engravers, 108 ruce 
e St.,New York. k. Sergice good and prompt. 
ys AD is worthleds if no one sees it. A 
clever 





10 Tras, sketches to fit ad: “yy "EL. 
our ads, 
WILLIAMS, L. & T. Bldg., Ws Wash. D. D.C. 
ANDSOME illustrations trations and initials for me 
onan, ple a yl peers) printing, te 
ree. RI- 


a inch. Fouts f 
ILLUSTRA: G CO, jnesende-seacataaanes N.J. 
Books. 


LD books bought and sold. Send stamp for 
list. Address A. J. CRAWFORD, 312 North 
7th St., St. Louis, M Mo. 


| SIGNALS, a manu ent of Ee ae 


r gen adve: Price, b: 
cents. Address PRINTERS’ INK, 10 Sprace St 
New York. 


6b AR FREAK IN FINANCE,” a re to “Coin’s 

Financial School,” by J. F. . Olus- 
trated by True Williams. Just pu nod. and 
will m with extrao: Price 2% 


ED L. MARTIN, 
generalagent, Hotel Van Studdiford, St.Louis, Mo. 


A= Ay NEWSPAPER nars 'talped§ tor 
895 (i: June =, ibes and re- 
yeorte the — of 20, Ts and pe- 
iodicais. Pays of #25 for eve a= 
- a publisher is not accorded a 
rating accordance with facts sown b his 
statement in detail if signed and dated dated, and $100 
reward to the first person who shows any such 
statement to have —_ — Over 1,000 pages. 


Price, Five Dollars ; 36 cents extra for if 
forwarded by mail. Address GEO. P ROWELL w 


& CO., Publishers, No. 10 Spruce St., New York. 
SUPPLIES. 


AN BIBBER’S 
Printers’ Rollers. 


Zin for etching. BRUCE & COOK, 190 Water 


Ts Aa Se 


> 4 addremed wraps ier 
TOWNEND, 48 E280 St 

Minnecpolie Minn. 

yas PAPER is printed printed with ink manufact- 
one e the W. D. WILSON PRINTING b ...1 

CO., L’t’d, 1 apease St., New York. Special prices 

to cash buyers. 

wr ~s envelo s like Joh phone sel penta 

9,000" good R$. White 
relopes prin ith your one a Welivered, 
for posh 10 check wh or order. Bess circular 
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FOR SALE. 
$1 Womans WORK athens Ge 
eee eT UNNAL® Printers’ Ink. 
66s N her Post-INTELLIGENCER Seattle has one 
of the four > > Aaa the Pacific 


Coast.” —Harper’s 
nea Southern weekly for sale. Editor's 
diseased. town, field. 
Might suit you. Address “ Ca ASH,”. ere’ Ink. 
R SALE—Fine trade paper ; cash, bal- 
xr or — sell interest to 
newspaper man. BARLOW, 298 Dearborn 


ooD for sale. One of the best 
coun 


Price $3,300, all or nearly 
of Now is 
——- atime io iow ; 





ARRANGED BY STATES. 


Advertisements u sop ireeor mere 
Bane fa lay, 35 ¢ —— a tine With iS 
black. Sete etne, 
pyre kh At 





ARKANSAS. 
HOLDS ITS PATRONS. 
The Arkansas Gazette 


Published at Little Rock, is one of the well- 
known mediums to which’ the following will 








CALIFORNIA. 


LWAYS AHEAD—Los Angeles we Cal.’ 
A great daily. Circulation over 14 ” 








dress San Jose, 
THE WAVE, x ing Paciic Coa =, = 
ise ist World Bldg, a ew 13, 000. weekly. v 


York, N. Y., sole agen! 


CONNECTICUT. 


THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 


Every nook and corner in the Nu atate is 
Son. By rains 














are sent into Hartford, New Haven, gitions 
Danbury and Ansonia. 
Combined c 80,000. 150,000 Readers. 


FLORIDA. 











savelopee. fo Prister,  zancortiie. °. 3 
1 0, 000 2 6b. Poe acket Heads, euied, and 1 “— 


velo) 6 
government : potn with'9 Saar eau pom 4 eae om 
ir $20.00 a cash, f. 0. b. Holyoke. Send-for 
samples. Leeper uantities, lower rates. GRIF- 
FITif, AXTELL oo , Embossers and 
Printers, Holyoke, M 


HE FORT — largest cir- 
f culation in Lee Count unty, Fla. 





INDIANA. 
HE Be indionapelie, The lead 
og ter-Sta nee, ty Cireulatin 
3,500. CHAS. H. STEWART, pub. Write for rates. 











IOWA. 
UALITY as well as quantity are important 


erations for an advertiser. 
Dubuque, Iowa, 


ia auinnae bo 
ves ns 
Many of the ‘and leading ad i ertisers are 


LOUISIANA. 


W. PRESBYTERIAN, New Orleans, weekly 
e over Ala., Ark., Fla., La., Miss., Tenn., 


MAINE. 












































SS 
Jig pe le 
MARYLAND. 

Be AIR TIMES covers Harford County. Dis- 

d through 97 local post-offices weekly. 
MASSACHUSETTS. 
3 CENTS = 40 wore: i RR 
PRISE, Brockto' culation 7,000 * a 





W 7 ONDERFUL Sar 10c. to FRANK H 
SON, Boston, Mass.,and see what you will —4 





MICHIGAN. 
Ne | SOO DEMOCRAT, Sault Ste. Marie, Mich. 
should. be on your list. 


a COREE EeEaLD. Daily, 6,000; 
y, 7,000; weekly, 14,000. 


MPHE NORTHERN, at a Mich., has the 
largest ci et County. 














a~ 4 COURTER- HERALD is delivered di- 
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NEVADA. 
Til bome print, Leads in Nevada. 
NEW YORK. 


[ee READ! READERS in 15 15,000 offices. THE NATIONAL 
284 Pearl St.. New York. 


VEEN 0 OF raeecs. Row York City. 


ELMIRA 
: TELEGRAM. 


ELMIRA, N. Y. 
Known Circulation Over One Hundred 
Thousand Copies Weekly. 
A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bidg., New York City. 
Albany’s Most Popular Daily. 
Circulation 17,400. 
Albany’s Great One-Cent 
Newspaper. 


This is to certify that the Circulation of 

THE DAILY PRESS AND KNICKER- 

BOCKER Ii« Constantly Increasing and that 

the number of copies Breed this day was 
W. D. KELLY, PREssMAN 


ix pages. 

















17,400, 
State of New York, City and County of Albany. 
Sworn to before me this 16th day of Novem- 


z, Joun J. GALLOGLY 
Notary "Public, Albany, N.Y. 


THE PRESS CO., Publishers, 
































to the homes by its own carriers. rs 
TaIRAW ‘COURIER. HERALD, lan i t cron Press Bidg., Albany, N. Y. 
in No. Mic! 
> 
AGINAW er and wee NEWS. Ta Ten Cents gg the Dally and 
tirculations in the Sag alle 
AGINAW COURIER-HERALD is i leadi 
newspaper in Northern Michigan. Issu OHIO. 
mocnings except Mondays, and Weekly. 
Daily, 000, est. 1870 ; Sunday, ,000 ; een, ‘1’ HE Mansfield (Ohio) Ruws ; proved cireulation 
1400, ont, (a. ” be - lean af : — oe 
ic in. For er informa’ - a 
ARGEST cire’n of any Prohibition r i 
dress H. D. LACUSTE, 38 Park Row, New York. mation: DRAGON ANS stew Ema, Springfisid, O. 9g 
6é [RE leading Ohio country daily—THE PIquA 
x CaLL—receives the Associated Press re- 
MISSISSIPPI ast ee tole 
HE WATCHMAN has a circulation )INDLAY (0.) REPUBLICAN, despite untruth. 
t the Southern and isa Ht Yul“statements by. others, circulates 2,000 
splendid. vertising —, nn ‘or sample more daily and 500 more weekly than any local 
Publisher, *Willlamsburg. Miss. ire —— 
HE Tri-STaTE GROCER visits tn © grocers an 
rote merchants of Ohio, 1 In d Mieke 
MISSOURI. weekly. it you are not in iv, is will pay you to 





EACH docturs — MEDICAL FORTNIGHTLY 
does it best. 1006 Olive, St. Louis. 


MONTANA. 





T= Fo dns oo ENTERPRISE : eight 


t. Circulation exceeds 





STATE GROCER CO. ledo, O. 


Ps Ohio, has grown to be acity of 13,000, 
the third city in this country in the 
poten of linseed oil, and “Piqua brand” of 

whoard stands at the le ere are only 
ie cities in Ohio whose manufacturers pay a 
greater amount for labor.—New York Tribune. 


" IPHE Pic Piqua, Ohio. a - the only dail 








Circula ax between Toledo an m and Co) ‘am 
a times greater than D ehat of any other daily $nd_ ng tho cackast re Associated receives = a 
ing the exclusive anchise. 
qeey pee 10,000 copies daily. It hase of 1.518 copl % 








NEW JERSEY. 


RIDGETON (N. J.) EVENING NEWS leads all 
South Ji rs in circulation. — 


ads Ideents, iscents, 2 cents an inch an inse: 


FHE - EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find (T PAYS! 











igus aie 25 and 7 
rogressive new: ua wanes 
& > alone railway with Tro nw wh 
seven miles distant, having a Population ¢ of 4,000, 
eo "than any Troy dally. “For pr . 
an iv 

of the p r and an 

mn, address . Lac 


SOUTH CAROLINA. 


T"6 dai —— of THE State, Columbia, 8. 
paper in a hundred 


grea 
For tees fo r space, 
further informa: 
38 Park N.Y, 








South  arolina a towns’ ‘The seat week! edition 
reaches over 1,000 post-offices in South Carolina, 
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OKLAHOMA. 
Et RENO HERALD has the largest circulation 


Ja Canadian County. Oklsnoms Terriory. 
i AILY LEADER, the 





2 oe et dee ne - 
yi ity double the paid Grosietes sf 


gy gy published in Oklahoma. F. 


PENNSYLVANIA. __ 
H ic; 8 “5; tees, 00 daly “S00 we 
ing pages ; jo weekly band 


HE BEST LOCAL DAILY in ivania is 
the CHESTER TIMES. d 


in the gerde f the Na ty State WAL- 
nm o! ne . 
LACE SPROUL, 
SS INTELLIGENCER—est. 1886. 
ee eon oo 1804. 


Ivan 
Have al wage been @2 exclusively home print pa- 
pers, wee with larger circulation any ae 
mediums for eavertising in Bucks 

















RHODE ISLAND. 


(PHE HOME GUARD, Providence, R.I. Tenth 
year. Circulation 50,000. 
VERMONT. 
Bu FRkeE Press has 
and Werbie ainoulation in Vermont. —_ 
VIRGINIA. 
‘),HE STA Richmond, the evening 
| poe community of 126. people, 
Associated Press tinder ite 
live, proces family newspaper. er 
a “ ve born : in and many 
made. "’Greater local cf circulation = 
other Richm, ond daily. Prices for space of H. 
LACOSTE, 38 Park Row, New York. 


WASHINGTON. 
QEATILE TIMES. 
G EATILE TIMES is the best. 





























GEATILE POST-INTELLIGENCER. 
0 is the home paper of Seattle’s 60,(00 
people. 


ag Sy te ethernsen —. the Times, has 
e largest circulation of any evening paper 
north of San Francisco. 
66 [*2¢, Post-INTELLIGENCER Seattle has que 
of the four papers of the Pacifi 
rper’s Weekly. 


sroxane, SPOKESMAN-REVIEW 


out und 3 clusive control A. 4 

field. No competitor within 500 miles. Popula- 

tion Spokane, 1881, 500 ; 1894, 35,000, ene 
resent history of Spo! been 

its future — be the wonder of Western civill: 

gation the recognized exponent 
of all the best oy of Spokane and the vast 

country tributary to 




















MEXICO. 
Mame aes eae 
ish, Mee ana ot Ser course, it solic ores thet solicits them. Apartado 

CANADA. 





Ts ree cree Paes in New Brunswick is 
enjoyed Wang weekly issued 
at St. John.—From Printers’ Ink, issue of May 8, 





PRINTERS’ INK. 





SO. & CEN. AMERICA. 
P orings Inteet news and is carefully read. 


CLASS PUBLICATIONS. 


as 








AGRICULTURAL DI IMPLEMENTS. 
FARM MACHINERY (Eli), St a. Ly }, Leute, Mo. 
issue ta 30, $000. 
est 4 in 
Largest average | average fori 12 sare, foes 17,600, 
AGRICULTURE. 


HOME AND FARM, Louisville, K 
WISCONSIN AGRICULTURIST, Kacine, Wis. 


ARCHITECTURE. 


THE INLAND ARCHITECT, Chicago. Best in 
West. Ask any prominent architect about it. 


COAL. 
COAL TRADE JOURNAL New York City. 
DAIRYING. 
The American Creamery, Chicago. 
FASHIONS. 
QUEEN OF rAsHIOS. F ie Y. City. 
Issued monthly. lion copies ear. aly. 
THE WAVE, San Proncieee cen 13,000 wee! 
HISTORICAL. 
THE AMERICAN HISTORICAL Bag tt a 
Mon‘ Gazette of oe tee Petes yh 
Societics of the United States 
3. ih St., indetphia, F npect sem copies = 
HOMEOPATHY. 
HOMCOPATHIC RECORDER, Phila., Pa. 
LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekhy. 
LITERATURE. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
SPANISH. 


REVISTA POPULAR, established 1888. 
Spanish cremate ‘in the world. Trani 
in all languages : 46 Vesey St., N. Y. City. 


SUNDA PAPERS. 


ELMIRA, N. Y., TELEGRAM: Circulation over 
100,000 copies wee eekly, 


TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
TYPEWRITERS. 
PHONOGRAPHIC WORLD, Ney York City. 
VEHICLES. 
FARM MACHINERY (Eli), St. Louis, Mo. 
WELSH. 
bis For half « century the national or- 


Weekly lame 12,00 
== me Sadvertising rates 
DE YCH, Utea, Ye 


WOMEN. 
QUEEN OF FASHION, New 1 New York City. 
Issued monthly. A million copies a year. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 





A gt a Wednesday. Subscription 
sao Delinee eo year. Five Cents a copy ; 
Aer Beceme a the subeeription Sk pumbers. 
faa e ive Dollars a 

to subscribe for Paix. 


ut lox for the benefit mefit of advertising patro 
ie Being printed f. trom plates, i it is alway 
rom J 
ble to teste a new editlon 0 ono Sas 
eho as r at sam: 
f m Ww! = ~ not paid fa for tt is 
because some 


— 

le’ pe! Directory that 

of rated 

for 1895, yee EY pty 

the last year was 17,768 copies; for 
875 copies ; sor last three months, 


months, 1! 
21,223 and for the last four 4. = 22,250 copies. 
the total = of 


bered jes The largest soe pa 
Bored 300 cones. 4, 1895. 


"be Ye York Orrices: No. 10 Spruce Street, 
CHICAGO AGENTS. 
Bennam & IncraHam, Room 24, 145 La Salle St, 
BOSTON AGENT, 
W. F. Moore, Room 2, to Federal St, 
LONDON AGENT, 
F. W. Sears, 138 Fleet St. 








NEW YORK, JUNE 26, 1895. 








THE ad reflects the man who makes 
it. 

PRINTERS’ INK is baking powder to 
business. 








A GoopD ad sometimes suggests more 
than it tells. 


THE pointed ad sticks in the read- 
er’s memory. 


THE funny ad, like the funny man, 
is not generally appreciated. 


Aps should be ‘‘talk’’—but it 
should be the talk of the wise man, not 
of the fool. 


THERE are already some papers in 
which an ad has got to be supremely 
good—or it’s no good. 











A CLERK who talks briefly, pointed- 
ly and respectfully will sell goods—so 
will the ad that talks so; only it will 
sell more. 





No BUSINESS man is too busy to read 
PRINTERS’ INK unless he has come to 
be so by reading PRINTERS’ INK—and 
then he regards it as part of his busi- 
ness. 








PRINTERS’ INK. 


THE most successful advertiser is 
not the man who spends the most 
money, but the man who spends his 
money in the best way. 





ORIGINALITY in advertising does 
not consist in inventing new or bizarre 
ms methods, but in making the most ef- 
fective use of methods usualt#i, “12d. 


a4 
a 





DurRInG the week ending Wednes- 
day, June 19, PRINTERS’ INK’s sub- 
scription list was lengthened by the 
addition of two hundred and forty 
paid-in-advance subscribers. 





THE man who advertises poorly 


six may strike it now and then if he ad- 


vertises continuously. Macaulay said 
that the clock that didn’t run was 
right twice in twenty-four hours, 


Ir is refreshing to note that the 
press is almost unanimously of opinion 
that the department store is a natural 
evolution in business methods, no 
more possible to be suppressed by 
legislative enactment than it is possible 
to suppress any other natural phenom- 
ena by making laws against them, 


THE present fad for ‘‘ women’s 
editions’’ of daily papers offers a new 
and by no means unimportant medium 
for advertisers. ‘The date chosen is 
frequently one of importance, hence 
tending to increase the sales. ‘The 
novelty of the thing, and the usually 
charitable purpose for which the pro- 
ceeds are expended, largely augment 
the average circulation, thereby ren- 
dering it a most effective medium for 
local dealers, Many copies, too, are 
always secured to send to distant 
friends and relatives—a fact which the 
general advertiser may consider with 
profit. 


ADVERTISING WHITE LEAD. 


‘**Our advertising story ?’’ remarked 
the head of the advertising depart- 
ment of the National White Lead Co., 
1 Broadway, to a representative of 
PRINTERS’ INK theother day. ‘‘ Well, 
I might almost answer you in the 
words of the Needy Knife Grinder, 
‘Story, God bless you, sir! I have 
none to tell, sir.’ To sum up our ex- 
perience, I believe it is a fair example 
of legitimate advertising, intelligently 
conducted. At least we think the 
latter. We started in to reach people 

















PRINTERS’ INK. 


who had houses to paint—a very large 
constituency—confining ourselves at 
first to New England. We began 
about three years ago. No, we did 
not catch the notion from the Murphy 
Varnish ple. They claim to have 
had the biggest varnish trade in the 
United States before they began using 
printe k, and have gone it 
somewha iindly. I don’t believe 
they can tell to-day whether their ad- 
vertising over the heads of the people 
has paid them or not. We have gone 
straight for the people. We began 
with the religious and agricultural 
press in New England in 1892. Our 
last year’s contracts pretty well cover 
not only these, but the daily and weekly 
papers in towns and cities under 30,000 
population throughout the entire 
country. We started to reach people 
even who painted their own houses, and 
we are at ’em yet. We leave the large 
cities to our salesmen who call on the 
trade. A good deal of their work in so 
staple an article as white lead is neces- 
sarily missionary labor. We consider 
a clean-cut, bright salesman as good 
an advertising medium, by the way, as 
we can get. We are the only concern 
in the country which has ever adver- 
tised and believed in steadily adver- 
tising so common an article in its line 


as white lead, and the end has justified gj 


the means. Wedid a large amount of 
educational work before we ‘‘at- 
tacked "’ the press, by means of caution- 
ary pamphlets, showing what the 
hundred or more brands of so-called 
white leads were made of. These 
were for the trade. After we had got 
the trade circularized, we opened fire 
on the consumers, making our point on 
two ideas—the genuineness of our own 
production and the comparative saving 
over ready-made and other mixed 
paints. What we have tried to im- 

ress on the consumer is the fact that 

e-must buy white lead, and nota 
composition, or he is not getting what 
he pays for. The t year we have 
been using a leaded ad in the ‘‘com- 
mon sense” style—something a la 
Wanamaker. This is the only style 
that suits a staple article. We manage 
to keep up the interest by variations 
on the theme. For instance, we have 
this year prepared a series of 13 
ads in this style for religious and agri- 
cultural ‘papers. These are numbered 
to run in order till all are inserted and 
repeat. For dailies and weeklies we 
use a single column ad in the same 


27 


style. We had the problem before us 
of increasing sales of a staple article 
that commanded a small — by the 
expensive method of widesp ad- 
vertising, our only advantage being the 
general adulteration of the product and 
the fact that the people were as ig- 
norant of the facts as the average 
country boy is of trigonometry. That 
we are satisfied, the fact that we have 
doubled our appropriation yearly for 
three years is pretty good evidence.”’ 
J. L. FRENCH. 


SS 
OBSERVATIONS, 
By Bert M. Moses. 


I was talking about advertising the other 
day to one of the merchant princes of New 
York, whose name is almost a household 
word in and about Gotham. He spends a 
great deal of money in newspaper advertis- 
ing each year, and is frank to say that it pays 
him, yet he declared he could recall no in- 
stance whatever where he was himself in- 
fluenced by a newspaper advertisement to 
— penny’s worth. 

e related, however, that one advertise- 
ment he read did influence him, but he saw 
it on a fence—not in a newspaper. He hasa 
fine place up the Hudson River somewhere, 
and while strolling over it one day his eye 
feil upon a fence sign. « It happened to be an 

vertisement of a fence maker, and, as the 
merchant needed some new fencing, he at 
once sent fcr the advertiser and placed a 
good-sized order. 

Here we have a complete reversal of the 
common belief that newspaper advertising 
is always the best advertising, and fence 
igns are the worst. 
his same merchant once used a small 
space in the Vouth’s Companion to advertise 
something special for young folks, and the 
results were so gratifying as to be amazing. 
Later the same medium was tried again, and 
the returns were practically nothing. 


. 

Some time ago I asked my barber what. 
kind of soap he used. He gave the name of 
the maker, which I do not remember. 

“Why don’t you buy Williams’?” 

“Oh, it costs more and isn’t any better, 
was the answer. 

Last week I noticed a |. box of Williams’ 
soap in the same barber’s shop. 

“ Hello,” I said, “I see you have Will- 
iams’ soap now.” 

“Yes; I had to get it. You see my cus- 
tomers come in here and read the advertise- 
ments of Williams’ soap in / and Puck, 
and they asked me why I didn’t get it. I 
told them it cost too much, and the other 
kinds were just as good. But they seemed to 
believe everything those advertisements said 
and made up their minds that the soap they 
want used on their faces is Williams’. Some 
of those customers left me, and I came to 
the conclusion that it was on account of the 
soap that I lost their trade. 

“ Now, that 1 box you spoke of cost 
me $1 more than the kind I have been using. 
There is enough in the *box to last six 
months. So my soap expense is four or five 
cents a week more than it used to be. Simply 
to save those few cents I lost custom- 
ers who would each have spent at least fifty 
cents a week with me. 

“Those Williams people have forced their 


”» 

















soap on the market by shrewd advertising. 
The supply houses don’t like to handle it, 
and bashens don’t like to buy it on account 
of the price, but, as in my case, the adver- 
ee com us to use it if we want to hold 
trade.” 


TRADE JOURNAL ADVERTISING, 





Those who speak lightly as to the effic 
of wadejeuaa es have evidently 
not or the subject that consideration 
which it merits. e believe that the facts 
will bear us out in the assertion that more 
can be accomplished, with a given amount 
of expenditure, through trade journals than 
in any other way. By this we mean that let 
two articles be of equal merit—one of which 
is adapted to the members of some branch of 
a trade, and the other for the public in 

eneral—and it would take, in all likelihood, 
three or four times as much money to secure 
the same reputation for and results from the 
latter as from the former. What can be 
accomplished in the shoe and leather trade 
is being demonstrated right along. We have 
in mind numerous cases where the most 
wonderful and _ satisfactory results were 
achieved. One house, whose business was 
not satisfactory and which produced an 
article which is no more of a specialty than 
plain sole leather, calfskins, or linings, de- 
cided, after much persuasion, to appropriate 
$5,000 for advertising purposes during a re- 
cent year. Arrangements were made with a 
number of the leading trade journals for a 
page of space regularly. A man with original 
ideas carefully prepared the announcements 
and saw that they were inserted in a way cal- 
ulated to ac lish the most good. hat 
was the result? Well, it will be almost risky to 
tell, because some of the Doubting Thomases 
may smile and shakes their heads with in- 
credulity. The plain, unvarnished truth, 
however, is that the expenditure brought 
back something like 5,000 per cent of gain, 





although it was undertaken with considerable | 
foreboaings of failure, In another case an | 
article used in connection with footwear was | 


given such a reputation through the trade- | 
press in the space of about four months that 
every retailer inthe country now demands it. | 
There are scores of other illustrations which 
might be cited, all of which show that the | 
trade-press offers a field which is absolutely | 
unrivaled for the obtaining of results by the | 
expenditure of a comparatively small amount | 
of money. Indeed, it is questionable whether | 
too good results are not often secured to be | 
advantageous to the publishers of the trade | 
journals, because those whose business so 
speedily develops tremendous proportions 
are not inapt to get the idea that the gain is 
attributable to some other reason than ad- 
vertising. In other words, they get such an 
exalted opinion of their shrewdness that 
they consider themselves too important to 
longer depend uyon the publicity to be se- 
cured from the trade-press. The natural re- 
sult in many such cases is that the period of 
decadence sets in. Then, unless they are 
shrewd enough to renew their efforts in the 
direction of advertising, they are very apt to 
forever afterward decry the value of printers’ 
ink.—Shoe and Leather Facts, Philadelphia. 
—~ + - + —__. 
IT DOESN’T HAPPEN IN NEWSPAPERS. 


The utility of fence board advertising is 
illustrated in the following mix-up, caused by 
repairs in the fence: Bathe your baby with— 
sparkling lager beer.—Commercial Union. 
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ARE ADVERTISEMENTS GOVERNED BY 
RULE? 


_ Is there such a thing as scientific advertis- 
ing? There certainly is. Advertising is an 
applied science—the applying of type and 
language to the molding of thought, in- 
fluencing opinion and creating desire—desire 
to buy the article advertised. Striking illus- 
trations of how knotty advertising problems 
oy be solved scientifically.—Paper and 
ress. 


WHAT A WOMAN CAN DO. 


I think it is safe to say that any woman 
who makes it a business to read business 
news—ads—will increase the buying power of 
her husband’s dollars as much as 25 per cent. 
I am not sure that the percentage is even 
greater at my house.—Ctas. Austin Bates. 


Displayed Advertisements 


50 cents a line; $100 a@ page; 25 per cent 
extra for specified povtt iene i7 granted. 


Must be handed in one week in advance. 


STAMES EOF SOLLES BONS Sena 
THE WAVE, %2.,,Francisco, Cal., the 


80- 
ci lite and litical weekly. E. KATZ, 
86-167 World Bldg, Nev 
York, WN. z. ane Sent 13, 000 a d 




















R:I-P-A:N‘S 
The modern stand- 
ard Family Medi- 
Cures the 


SNRs 
common every-day 


cine: 


ills of humanity. 





TRADE 


ONE GIVES RELIEF. 


I Solicit Printing > 
From those who want Good Work. 


There are perhaps some printers who charge 
more than I do; but their work is no better. 
They simply tack on a bigger profit—that’s 
all. Those who charge less turn out work 
that is not up to my high standard, and I 
don’t blame them. A boss printer cannot 
afford to hire the best workmen if his cus- 
tomers do not pay him enough for his work. 


WM. JOHNSTON, 
MAnaGER Printers’ Ink Press, 
10 Spruce St., New York. 
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Is the question uppermost in the minds D2 |) Sis 
¢ 4 P 

Che 


of the farmer, gardener and the gen-| (|p 
eral produce dealer. Che 8,000 Daily. 
The Winter’s show and the Summer/§\( 


rains are good indications of a rich|}) ¢ 
and abundant harvest. 
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4 Harrisburg Patriot 
. nS tl 
Will You Reap ( He 
Some Of Its Product ? @ LargestLocal Circulation. 
We offer farmer |) Che 
you our 100,00 circula- ») * ® : ; 
tion in which to introduce yourself and r . ef ? 
become acquainted with a thrifty and ¢ ¢ Pa 
buying class of people. ‘ 
Estimates on your advertisement direct } Reaches the Homes. 
or by any general advertising agency. | [%@) 
Address 
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THE AMERICAN FARMER, |W 
Washington, D. C. 


Or BYRON ANDREWS, Manager Branch Office, 
World Building, New York City. 
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.-DAYTON, OHIO... 


Morning * Evening 
Times, * News, 


4,500 Daily. 9,500 Daily. 


Weekly Times-News, 


4,500. 
Leaders in Dayton Journalism. 


Advertising rates of 
H. D. LaCoste, Special 
38 Park Row, Newspaper 
New York. Representative. 
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$ chicago. CAMPBELL PRINTING PRESS & MFG. CO., New York. 


‘A SMALL MAN, A BIG BOY 
AND 


A Triple Alliance that will produce 12,000 to 14,000 papers per hour. 
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; ONE OF THE BEST FIELDS FOR ADVERTISERS IN THE UNITED STATES. 
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Established 1867. 
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THE INDEPENDENT; : 
HELENA, MONTANA. 

Helena is the railroad, commercial and financial center of Montana; 7 
Capital and County Seat. ‘ 
‘ 
’ 


THE INDEPENDENT is the best medium to bring results in the Treasure 
enter it circulates in every town, mining camp and stock range in the 
tate. 


dd 


THE INDEPENDENT covers it. 
PUBLISHED SEVEN DAYS A WEEK. WEEELY, EVERY THURSDAY. 7 
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| The Iflinois Horseman, Joliet, Ill., 


THE ILLINOIS 
FARMER, 


PEORIA. 





By succession and combination Tue ILtinois FARMER 
includes the subscription lists and good-will of 


The Inland Farmer, East St. Louis, Established 1816, 
The Mark Field, Peoria, Iil., 


The American Horseman and Farmer, Detroit. 
~DEAO<DEY 


The Present List of Subscribers is 12,000. 


WRITE FOR ADVERTISING RATES. ... 
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THE TRANSCRIPT CO., Peoria, Ill. 
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Doubt 
There 
Can 
Be 
No 
Doubt 
About 


The 
Peterson 
Magazine 


It 
Pays 
Advertisers 


Penfield Pub. Co. 


109-111 Fifth Ave., 
New York. 


FRANK B, MORRISON, 
Special Agent, 

500 Temple Court, 
New York. 
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|| NEW YORK. 
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of HE... 
“STATE” 


RICHMOND, 
VA. 






Gives 
Advertisers 
Widest 
Publicity 
at 
Least 
Cost. 


=enm 


Daily, Semi-Weekly 


2=ea 
For information address 


H. D. LA COSTE, 
38 PARK ROW, 
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If You Knew 


why these leading religious weekly 
papers pay other advertisers, would it 
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( 
be reason for you to try them? Put § 
= Lutheran Observer 
1. They are read by prosperous families. Them 2 Presbyterian Journal 
2. Their readers believe in them thoroughly. Ref’'d Church Mi 
3. They do not conflict in circulation, but on P ger 


cover different denominations. r 
4. Through them an advertiser is received Your 
with the confidence that attaches to a List 4 


trusted friend. 
5. They are read carefully in the. quiet of P 

the home circle so that advertisements 

are sure to be seen and gain attention. 








Old Advertisers 


Gye Sunday School Ges 


. A large, truthfully stated circulation. 


I 
2. A character, which gives the paper a firm hold upon its readers. 

3. A guarantee to its readers as to the kind of advertisements admitted. 
4 


. A just and reasonable advertising rate. 


Write to us for fuller particulars. 


Religious Press Association, Philadelphia. 


Episcopal Recorder 
Lutheran 

Christian Instructor 
Christian Recorder 
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shrewd men, who intend to get their money’s worth when they advertise, have 
learned from experience that four things essential to profitable advertising are found in 
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SATURDAY TELEGRAM 


Quaker Oats, Beecham’s Pills, 
S:polio, Winslow's Soothing Syrup, 
None-Such Mince Meat, Cuticura, 
Cleveland Baking Powder Co., - Johnson’s Anodyne Liniment, 
Hood's Pills, Buker Pill Co., - 
Cornish & Co., New England Piano Co., 
Dr. Kilmer’s Swamp Ronat Bitters, Paines’ Celery Compound, 
Hood’s Sarsaparilla, No-to-bac, 

X-Zalia, etc. 


Pretty Good Company For You To Be In. 
I would be pleased to make you rates. 
C. E. ELLIS, Advertising wecannete: 517-518 Temple Court, New York. 


A Few Advertisers 
...Who Use... 


MANCHESTER, N. H. 


Minin mnt 
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= 
We’ ve Got It 
| Down Toa 

Science 







—the knowledge of what papers 
pay best. We've spent nearly 
thirty years studying the subject. 

| This knowledge and our splen- 

did facilities in other lines make 

advertising profitable to our | 

clients. 
Are you one of ‘em? 

If not, call, write or phone us. 




















Lord & Thomas, 














we 2) «Newspaper and 
Mie Magazine Advertising, 

, 45-47-49 Randolph St., 

CHICAGO. 
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THE 
EVENING 


STAR 


has a 
Larger Circulation 
in the Homes 
of 
Washington 
than 
all the Other Papers 
of the City 
Added Together, 
because it 
Stands up Always 
for the 
Interests 
of the 
People of 
Washington ; 
Contains 
the 
Latest 
and 
Fullest Local 
and 
General News 
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and 
Surpasses 
all the 
Other Papers 
in the 
City 
in the 
Variety and Excellence 
of its 
Literary Features. 


® 
It 
Literally 
Goes Everywhere, 
and is 
Read 
by 
Everybody. 
It is, « 
therefore, 
asa 
Local 
Advertising Medium, 
without a 
Peer, 
Whether 
Cost 
or 
Measure of Publicity 
be 








Considered. 
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A DROP OF INK 
MAKES 


A _4 


MILLIONS THINK 
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Al Louisville dunnine Times j= 


MEANS 
Exceeding 30,000 copies every 
week-day in the year. 
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Chamber of Commerce, Tribune Building, 
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ADVERTISING IN GENERAL. 





I have received the following letter : 
Dear Sir—I am a constant reader of 
Printers’ Inx. I believe I could write ads. 
What would you advise me? How shall I 
in? Is every ad writer expected to order 
how an ad shall be printed? Is a knowledge 
of printing necessary to a writer of ads? 
It is simply astonishing now many 
ple believe they can write ads. 
hey have no particular reason for 
thinking so, but it looks easy and it 
looks profitable’ The majority of 
people do not seem to realize that ad- 
vertising is a business by itself, and 
that it has to be learned like any other 
business. It is, I should think, the 
most complex business in the world. 
A man in the ddvertising business 
must not only know all of the techni- 
calities of his business, but he must 
know something of the business of the 
man he serves. He must know 
enough about the other man’s busi- 
ness to be able to explain it clearly, 
forcibly, convincingly, to the reader 
who knows nothing about it. He 
must be able to do something for this 
man’s business that the man cannot do 
for himself. He must unders‘and the 
business, in some measure, as its pro- 
prietor understands it, and he must 
also understand it from the advertis- 
ing standpoint. 

The mere writing of an ad is the 
least important part of advertisement 
writing. The successful advertisement 
writer must have been a student of 
human nature, human needs and 
human impulses. He must know ina 
practical way something about all of 
the branches of newspaper work. If 
he knows printing and engraving and 
lithography, he will find them all 
valuable. He may be able to get 
along without this knowledge, but it 
is a great advantage to have it. He 
must be able to write clearly, forcibly, 
grammatically. He musi-be able to 
pick out the salient points of an 
article, or a business, and present 
them to people understandingly. He 
must know the relation of buyer and 





DEPARTMENT OF CRITICISM. 


By Charles Austin Bates. 
; Advertisers evenruinane are invited to send matter for criticism ; to 
4 ons for the betterment of this t. 
) 


and to offer 
advertising will be criticised freely, frankly and fairly. Bead your newspaper ads, ciroulare, 
booklets, novelties, catalogs. Tellme pare arenes eoutiee perhaps I can lighten them. 


pound blems 
pertaining to 





seller. He can learn this only by ex- 
perience. 

An advertisement writer ought not 
to have had too easy a time in life. 
He ought to be able to put himself 
into the position of the people he is 
writing to, and the man he is writing 
for. He must be able to see the 
goods he is writing about from the 
buyer’s standpoint. He must be able 
to see quickly and clearly just what it 
is that makes the article desirable. 

It isn’t necessary that he be a 
humorist, or that he be able to con- 
struct fine and flowery sentences. 
First of all, he must be a business 
man, because advertising is business. 

1 would advise my correspondent 
first to learn people. Then to learn 
business. Then to learn advertising, 
and then to give some little attention 
to grammar and rhétoric. I think 
that is the order in which the know]l- 
edge necessary should be acquired. 

Under the head of ‘‘ advertising,”’ 
include a technical knowledge of 

rinting, newspaper making, engrav- 
ing, lithography, drawing and paint- 
ing. 

There isn’t anything that a man can 
know that will not be useful to him as 
a writer of advertisements. He will 
be called upon to think about and to 
write about everything under the sun 
that human beings use, from soothing 
syrup to embalming fluid—from needles 
to threshing machines. It is im- 
possible for him to learn too much, or 
about too many things. 

I am asked how one ought to begin 
to write ads. I give it up. I don’t 
know. It is the same in this busi- 
ness as it is in almost every other. 
Each man who goes into it has to 
work out his own salvation. He may 
gain a little bit by the experience of 
others in the line, but his own experi- 
ence is what counts after all. 

I should say that the way to begin 
is to begin. If you’do not succeed, 
you can quit and try something else. 

jt is bad for the business that so 
many go into it without proper prep- 
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aration, or, in fact, without any 
preparation at all—without any con- 
ception of what the business really is, 
or what constitutes good service in 
this line. However, if nobody ever 
attempted nobody would ever achieve. 
Self confidence and a healthy discon- 
tent with existing conditions go far 
toward success in any line. Out of 
the hundreds who try to write ads 
some few will succeed and will become 
valuable—the rest cannot be blamed 
for trying. “2 

A correspondent inquires ‘‘ should 
not care be taken to have an adver- 
tisement grammatically correct ?’’ He 
calls attention to an advertisement of 
Shryock, printer, Zanesville, Ohio, 
which has appeared in PRINTERS’ INK, 
and complains that it is not gram- 
matical. This ad says: ‘‘ We sell 
envelopes like Jonson sells printers’ 
ink. 10,000 good XX 6% H. C. 
white envelopes, printed with your 
card and delivered, for $10. 10,000 
circular envelopes for $8.50.”’ 

If a man can get ten thousand good 
envelopes for ten dollars, I do not see 
that it ought to make much difference 
to him whether the ad offering them 
was grammatical or not. As I have 
had occasion to remark before ‘‘ what 
you say is more than how you say it.’’ 
Mr. Printers Ink Jonson’s advertise- 
ments have not always been gram- 
matical, but they have sold ink. 

Grammar is a good thing, but it is 
not the greatest thing in the world. 
It is a good thing to be grammatical, 
but it is a better thing to sell goods. 
Of course, a man might do both, but 
there are only a few perfect people in 
the world after all. 

The man who doesn’t make mis- 
takes generally doesn’t make any- 
thing. For my part, I wouldn’t worry 
very much about the grammar of an 
ad if it brought results. Grammar is 
a matter of habit and usage, anyway. 
It is subordinate to custom. The 
thing that language is used for is to 
convey ideas and thoughts. If a form 
of expression conveys an idea quick- 
ly, plainly and tersely, the grammars 
will have to be changed to fit that 
form of expression. 

Besides that, advertising is business. 
It is not literature. 

*# * 
+ 

I have received from Funk & Wag- 

nall’s a circular concerning the Stu- 


dent’s Standard Dictionary. It is a 
good circular, although it is very iong. 
After reading, I am thoroughly im- 
pressed with the value of the Stu- 
dent’s Standard, and for that matter, 
might also say the new Standard Dic- 
tionary, from which the Student’s 
Standard is compiled. The one 
glaring fault that the circular has is 
the fact that it gives no price for the 
dictionary. The price of the complete 
Standard Dictionary is given, but the 
reader is left to guess what the Stu- 
dent’s Standard is going to, cost. 
Perhaps the price has not yet been de- 
termined, and perhaps this is the 
reason it is not given, but that is the 
first thing I wanted to know after I 
had read the circular. I think every- 
body who gets a circular of this kind, 
and is interested in it at all, would 
want to know the price at which the 
dictionary was to be sold. After one 
is impressed with the fact that the 
article advertised is a good thing, the 
most necessary and desirable ot awe 
tion is the price. I doubt if there is 
an exception to this rule. 


* & 
* 


The Jnternational Journal of Sur- 
gery, of New York, has issued a very 
neat little booklet, printed in bright 
blue ink on cream-colored book paper, 
which contains a number of testimo- 
nials from advertisers, and a very 
simple statement of advertising rates 
and circulation. I should think that it 
ought to be productive of good results. 
In spite of all the abuse that testimo- 
nials have had, there is, I believe, no 
better advertising than that which in- 
cludes the testimonial. An _ honest 
testimonial is a definite fact. It is 
conclusive proof of the merit of the 
thing advertised, whether it be sarsa- 
parilla or advertising space. Testi- 
monials are very convincing. On the 
first inside page of this little booklet is 
this matter : 

“In issuing this little booklet it is 
with the selfish idea of supplying the 
medical journal advertisers with a few 
points relative to the /nternational 
Journal of Surgery as a medium for 
reaching the medical profession, and 
is not intended to enlighten them in 
any other way than that which relates 
to our publication.” 

Perhaps this statement is not en- 
tirely clear. Perhaps the construction 
of it could be improved, but the 
writer’s heart was in the right place, 














38 


and I think this straightforward state- 
ment will gain the attention of a great 
many people for him. The booklet is 
nicely printed, it is not crowded, and it 
contains good matter. 


* & 
* 


RETAIL ADVERTISING. 


I am asked to criticise this adver- 
tisement. It is good for this kind of 









No other house ever did, ever will 
or ever can give such sterling 
values as Friedlich & Co. 


YOU MIGHT GET AS 
GOOD CLOTHES AS 
FRIEDLICH & CO. 
SELL SOMEWHERE 
ELSE; BUT WHAT’S 
THE USE TAKING 
CHANCES ? 

We would like a chance to 


show you our wonderful 
ten-dollar suits. . . .. 
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FRIEDLICH & CO., 
Leading Clothiers, Tailors, 
Hatters, Furnishers. 
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an ad, but it is not a good kind. It 
may be advisable to use something of 
this sort once in a while, bui I doubt 
it. I think every advertisement ought 
to be written with the notion of selling 
something directly. The cumulative 
effect of advertising is very great, but 
you are bound to get that anyway. 
The benefit derived from keeping 
yourself prominently before people 
will come just the same if you manage 
your advertising so as to sell goods 
directly from each ad. I never would 
shoot an advertisement into theair. I 
would always shoot at something. I 
would talk about the goods I had to 
sell, and incidentally talk about the 
store. It is all right to claim the 
ability to sell better goods for less 
money than anybody else. It is better 
to give an actual example. It is better 
to tell people exactly what you want to 
sell them, and at exactly what prices. 
Talk about the goods more than you 
talk about yourself. To my mind, the 
model retail advertisement opens with 
a pleasant, cordial, straightforward 
talk, and leads upto plain descriptions 
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of certain goods and the prices for 
them. I have been unable to figure 
out anything which I thought was as 
good as this. There may be some- 
thing as good, or better, but if there 
is, it is yet to be developed. Retail 
advertising is merely telling people in 
an agreeable, convincing way who you 
are, and where you are, what you are 
doing, and how much you charge for it. 
** 

Catesby & Sons, of Tottenham Court 
Road, London, England, have sent 
me a very attractive booklet about their 
‘* Little-at-a-time system of selling fur- 
niture.’’ This booklet is so much bet- 
ter than the ordinary English book 
that at the first glance I thought it 
was an American booklet. The title 
of the book is ‘‘ Money Isn’t Wealth,” 
and the theory is ‘* Money is only good 
for what comforts and necessaries it 
will procure. How foolish people are. 
They get along with dilapidated fur- 
niture, faded and shabby carpets,” 
etc., and then the book goes on to say 
that people can have whatever they 
want from Catesby and pay for it as 
they like. Following the introductory 
talk is quite a list of prices, and a 
couple of quotations from Mr. Jerome 
K. Jerome’s paper, 70-day, bearing on 
the reliability and liberality of the con- 
cern. Such a book judiciously dis- 
tributed ought certainly to bring good 
results. 

A handsomer book on the same sub- 
ject, but one which, perhaps, wouldn’t 
be any more effective in the produc- 
tion of results, is issued by Brown 
Bros, Cleveland, O. It is called 
‘‘Making a Home.” It was written 
by Walter W. Brett, printed by Print- 
ers’ Ink Press, and is an excellent ex- 
ample of good writing and good print- 
ing. - 

x 
Sr. Louis, June 8, 1895. 


Mr. Charles Austin Bates, care of Print- 

ERs’ Inx, New York: 

Dear Sir—As the writer reads with much 
interest your weekly criticisms of advertise- 
ments, he thought he would inclose to you a 
couple of samples of the character of adver- 
tising which we are inserting, and would 
like to know your views regarding them, if 
consistent for you todo so. Yours truly, 

MERMOoD F sey yom Jewetry Co. 
‘er Goodman King, Sec’y. 


The Mermod & Jaccard Jewelry 
Co. have one of the handsomest jew- 
elry stores in America. It is on the 
corner of two principal streets, and the 
exquisitely beautiful window displays 
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that are made attract a greater or less 
number of people all day long. Dur- 
ing the busy afternoon shopping 
hours there is a crowd in front of the 
windows continually. The store 
would do a great deal of business 
solely on account of the windows if it 
did not do any other advertising at all. 
The fact is that the newspaper adver- 
tising is particularly good. It isn’t 
very pretty, but that doesn’t make so 
very much difference after all. 

The advertisements contain definite 
information, and plenty of prices. 
They are full of suggestions. The 
advertising is dignified without being 
stilted, the sole object seeming to be 
the conveyance of information and the 
sale of goods. In one advertisement 
the range of pricesis from fifty-cent 
sleeve links to a two-thousand-dollar 
diamond pendant. Mr. King seems 
to consider the needs of every one. 
The business is of a high class, and 
yet, contrary to all precedent, it is ad- 
vertised in a business-like way. <A 
great many high-class stores seem to 
think that they must retain an unbend- 
ing rigidity, and that the preservation 
of their dignity is more important than 
the sale of goods. 

Dignity is a good thing in advertis- 
ing. I don’t believe in undignified 
methods in any kind of a store, but 
advertising is purely business. There 
should be very little sentiment about 
it. The ad that sells goods is a good 
ad always. The ad that sells goods 
will be, in nine cases out of ten, an ad 
that talks plainly to people in a way 
that everybody can understand. It 
isn’t flippant, nor cute, but it isn’t so 
dignified that it fails to give any infor- 
mation. 

The Mermod, Jaccard Co. issue a 
monthly sheet of illustrations of de- 
sirable goods. The one which I have 
before me contains on the first page 
pictures of three water pitchers, rang- 
ing in price from five dollars to twenty- 
two dollars and fifty cents. Each one 
is adequately described, and could be 
purchased almost as well from the 
circular as in the store. This special 
notice is printed in one corner of the 

e: ‘A good ice pitcher is made 
air-tight, with self-closing spurt valves 
to exclude warm air. Has double 
walls, double bottom, and double lid, 
making a non-conducting air chamber 
all around. Such a pitcher will keep 
water cold from six to eight hours, 
and if properly made and plated will 
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last many years. All our ice pitchers 
are so made. All are heavily quad- 
ruple silver plate on hard white metal, 
and each pitcher is stamped on the 
bottom—Mermod, Jaccard & Co.” 

That gives a pretty fair index to all 
of the advertising. It is a plain, 
straightforward story, that tells the 
people exactly what they would most 
desire to know about the goods. The 
two inside pages of this circular are 
filled up with pictures of various nov- 
elties, and prices on each one. The 
last page is devoted to cut-glass, with 
pictures and prices. The circular isn’t 
very well printed, and I am inclined 
to think this is a mistake. Its ap- 
pearance is ordinary when it ought to 
be fine. The printing of a jewelry 
store ought, by all means, to be of the 
best quality. The printing either 
represents or misrepresents the house, 
and it is undoubtedly true that people 
who do not know a house judge it by 
its printing. Just the same, I have 
no doubt that this circular, and other 
similar ones, have sold a great many 
goods. I believe that they would have 
sold more goods if they had been 
printed in better shape, and, at any 
rate, the difference in the cost of or- 
dinary printing and fine printing is so 
slight that the chance of using a better 
grade is always worth taking. 

There isn’t anything remarkable 
about this advertising except its com- 
mon sense. It is remarkable that 
common sense should be remarkable, 
but it is so just the same. It isn’t at 
all necessary that an advertisement 
should be pretty to sell goods. It 
isn’t even necessary that it shall be 
finely written. What you say is more 
than how you say it. Some of the 
prettiest ads that I ever saw didn’t sell 
goods, and some of the ugliest did. 
It isn’t a question of appearance so 
much as it is a question of sense. To 
be sure, a sensible ad is all the better 
for being pretty. There is no reason 
why advertising should not be both 
handsome and sensible, but that kind 
of advertising is the most notable ex- 
ception. ae 

» 

I am receiving quite a number of 
suggestions in regard to ready-made 
ads. One man in Salt Lake City 
wants some bicycle ads. From Fall 
River, Mass., comes a prayer for fire- 
works ads. Other people want ads 
for meat and insurance. Anybody 
who has good ideas on any of these 
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subjects, or on any other subjects, | 
would lighten my cares somewhat 
by sending them in.. If you run 
across a good advertisement in any 
line, I would be glad to receive it, and, 
if available, to make use of it in the 
ready-made columns. ‘I‘he ads in the 
ready-made departments are not always 
original with PRINTERS’ INK, and I do 
not pretend to say that they are always 
good, but I try to make them as use- 
ful as possible. 


READY-MADE ADS. 





For a Credit Furniture Dealer. 
Put on a 
Little Style 


Around the house. You can afford to. 
oncy? Don’t mention it. It doesn’t 
cut any figure here. Our 


EQUITABLE 
CREDIT 
SYSTEM 


Takes care of the pay part in a most | - 
accommodating way. All you've got}. 
to do is to pick out just what FURNI-|. 

oe MATTINGS — : 
DRAPERIES—BABY CARRIAGES | - 


TURE—CARPET 





—REFRIGERATORS you want and | 
then pick out the terms of payment— | 
weekly or monthly—and the amounts— | 
that will be most convenient to you. 
You give your promise, and that is all 





the preliminary there is. | . 


Anybody whocan keep a promise can 
have the full benefit of our credit-| 
giving. 

That’s you. 





For any Business. 


GOOD VALUES 


—These—as good as we know how to buy—- 
and so as good as you'll want to buy yourself. 
We're always on the lookout for large or small 
quantities of especially good productions, 
and hunting around ran across these. Only 
a few of each—but they’re good as can be 
and will go very fast. 





For a Dentist. 


BETTER BECOME 
ACQUAINTED 


with our painless method of per- 
forming all dental operations. It'll 
save you a lot of pain if you’re 
subject to tooth.troubles. Doesn’t 
cause sleep, is harmless, pleasant, | 
has no after effects, and is thor- | 
oughly efficient in rendering all 
rations bsolutely _painl 

a cents. Other charges 

proportional, 

















For Wall Paper. 
Glad to Have 
Your Opinion 


F THE PRETTY NEW 
STYLES and colorings of 
ALL PAPERS that we show. 
A specially large stock has just 
come, and until the entire variety 
is closed out we shall quote 
greatly lower prices than prevail 
anywhere else in town. We've 
my papers about town, and so 
now what we’re claiming. 
EE THE STOCK, EVEN 
if you don’t want us to do 
the hanging for you. 
But if we do the work we will 
arantee it absolutely perfect, 
or we have the most expert work- 
men that can be employed. 





For an Optician. 


Eyesight & 


Eyeglasses. 
es @ Ruin your eyes if you will. 
- + + « They will get even with you. 


Common sense says, bave them 
examined—take care of them, and 
they will repay you. We offer you 
the services of the most skilled 
and experienced oculist in Wash- 
ington free. e also show 
the most extensive line of Eye- 
- + «+ glasses in Washington. 
0 wie For a short while longer we will 
- . . . sell our finest quality of Steel-rim 
- « . « Periscopic-lens Glasses, with pat- 
+ + « + ent improved nose-piece—which 
- + + « will be scientifically and $1 

+ « «+ accurately adjusted for . . 
4 1 examinations free. 





For Shoes. 


OF COURSE 
WE DO. 


Of course, we sell better Men’s Shoes than 
others—for we’ve got the sole and exclusive 
agency of the best makes. Hanan’s equal 
hasn’t served his apprenticeship yet. 

Have you seen those copies he made of the 
leading London and Paris styles? They’re 
high art—a little finer than Washington has 
had the pleasure of buying before. 





For a Hatter. 
LADIES’ STRAW 


SAILORS. 


Dame Fashion allows you to 
wear Straw Sailors this year up- 
on one condition—that they be 

5 «very fine and well shaped. A 
> $ ‘“common”’ sailor is strictly 
ruled out. There is only one 
kind here—and those the finest 
made in America. Dunlap’s 
} oe — celebrated Py mor 

omething pretty at $2.50—a 
: little better one for $3. 
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The Omaha Bee 


i 


‘ Has made its mark. This is because it thorough- 

7 ly covers its field. Not a city or 

town in the great State of Nebraska 

where the Daily and Sunday cannot 

¥ec.am be found; not a farm-house or 

hamlet in which the Weekly is not 

f read. Also adjoining territory in 

lowa, Kansas, Missouri and the 

f Dakotas. It is up-to-date in 

% everything that makes a newspaper great. It 

enjoys the confidence of its readers, and is a 
power of good to its advertisers. 















” Known Circulation : 

Daily, Exceeding 19,000 
Sunday, ‘“ ‘ - 20,000 
n _ Weekly, ‘ - 35,000 





A. FRANK RICHARDSON, 


Chamber of Commerce, Tribune Building, 
CHICAGO. NEW YORK. 


= “~ ~ 
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FOO 
Sy SAND 


»e-PRINTING INKS... 


More Profit for the Printer and Smaller 
Charges for the Customer. 

















Send me your price list. I’m going to 
call for the use of your inks soon—it will 
allow my printer more profit for his work, 
at smaller charges to me. 

WADY, Writer (ads), 


Somerville, Mass. 











If every concern in ordering printing would remind 
the printer of the excellent quality of Jonson’s inks and 
the low prices charged, it would benefit the printer, the 
customer and me. Many printers labor under the impres- 
sion that they must pay high prices or get inferior inks. 
I guarantee my inks to be the best made and if not found 
as represented I will refund the money. 

My terms are cash with the order; I employ no agents; 
I keép no books. Those are the secrets of my low prices, 

Send for my beaut‘ful price list. Address 


PRINTERS INK JONSON, 
8 Spruce Street, New York. 
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Mexico. 








I have received orders from every State and 


Territory in the Union, with the exception of 
Alaska. I am now able to announce my first for- 
eign order : 


MISION PRESBITERIANA. 
Rev. James Greer Woods. Apartado 305. 
Mexico, D. F., April 21, 1895. ° 
Printers Ink Jonson: 

DEAR Sir—Please send me two (2) one hundred (100) 
pound kegs of news ink by Ward’s Line, marked “ Tip, El Faro, 
Mexico City, care J. F. Carrera, Vera Cruz,” and send along 
one (1) one-quarter pound can each of your Red, Blue, Brown 
and Green inks. Inclose eleven (11) dollars to pay for inks. 

By the bye, don’t you think you stooped beneath yourself 
when you magnified P. D. Q. ? 

Yours sincerely, J. G. Woops. 

I wish you would send me your catalogue. 





My inks are giving universal satisfaction. Tes- 
timonials are pouring in every day. Every one 
seems to be satisfied. No one has complained. 

Send for my beautiful price list. 

ADDRESS 
PRINTERS INK JONSON, 


8 Spruce Street, N. Y. 





PRINTERS’ INK. 
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ILLUSTRATED SUN. SuNDAY Sun. 


The Detroit Suns. 


Published Weekly andj Sunday. 
CIRCULATION (GUARANTEED) OVER 118,000 PER ISSUE. 


HE ILLUSTRATED SUN has an average circulation 

of 93,000, which means that the paper is read by over 

400,000 people each week, in every State and Territory in the 
U. S., and new agents are being appointed every week. 

It is a live 8-page, 56-column illustrated newspaper, full of 
bright,. sparkling sketches, and never misses a sensation or 
marveious happening. 

THE SUNDAY SUN has a circulation of 24,000 in 
Detroit and throughout the State of Michigan. All advertise- 
ments ordered in the ILLUSTRATED SUN are also inserted in 
the SUNDAY SuN. A guaranteed circulation of 118,000. 

Our books and press-room are always open to inspection. 
The Suns give results, 





FAovertising Rates: / 
AGATE MEASURE—7 Words to a Line—14 Lines to an Inch. 


SUNDAY — ONLY. 
Under 500 lines, ‘ + per, line, =. 
= lines or over, . ‘ ° le 
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READING NOTICES. 

Under 500 lines, . per. jine, 20c. 
500 lines and over, 15e. 
ILLUSTRATED SUN. 

Per Agate line, . . ‘ ° 40c. 
Reading notices per ‘counted ‘line, . ‘ “ 75e. 

No discount for term or space. 
We do not guarantee position. 


ALL CONTRACTS MADE FOR ILLUSTRATED, RUN THROUGH SUNDAY. 


Sworn Statement of Circulation. 
Average weekly circulation of ILLUSTRATED Swuw for six 
months, ending April 30, 1895, 96,578. 
Average weekly circulation of SUNDAY Sun for six months, 
ending April 30, 1895, 25,272. 
JOHN BATEs, Pressman. 
. B. WINTER, Business Manager. 
Subscribed and sworn to before me, this 7th day of May, A. D., 1895. 
[SEAL.] Tuomas K. Hunt, Notary Public. 


C. E. ELLIS, Sole Special Representative, 
517 & 518 TEMPLE Court, NEw York. 
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THREE GREAT CHARACTERISTICS: 


ENTERPRISING, 
PATRIOTIC, 
_ RELIABLE. 


ooo Gene 
Baltimore American 


Baltimore, Maryland. 


Unsurpassed as an Advertising Medium, and amoug 


one of the oldest Papers in America, 
being founded in 1773. 


It possesses the cardinal features that make it profit- 
able to advertisers, honesty, purity of tone, circulation, 
and the confidence of its readers; these are the char- 
acteristics that give a newspaper that quality that 
shrewd advertisers seek. ‘“* THE AMERICAN” is 
such a paper. Its circulation is good and increasing 
rapidly, and advertisers will find it a paying medium. 


oe 





Sunday,. = = 100,000 


‘Circulation: Daily,- = = 40,000 


Twice-a-week,= 45,000 


A. FRANK RICHARDSON, 


Tribune Building, Chamber of Commerce, 
New York. Chicago. 
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cattle 
ost-Intelligencer----- 


Every intelligent advertiser knows that, in 


aS @) 


placing new articles on the market and in 
keeping old ones before the public, the 
great newspapers of the country are the 
most effective mediums. This is because 
they have a large and prosperous con- 
stituency, with ample means to supply their 
wants. The great newspaper of the State 
of Washington is the SEATTLE POST- 
INTELLIGENCER. It has no rival, no 
peer, and stands absolutely at the head 
of the newspaper procession in the great 
Puget Sound Region. 


KNOWN CIRCULATION : 


Daily, Exceeding = 14,000. 
Sunday, Exceeding = 15,000 
Weekly, Exceeding = 15,000 
*9$0@OOOCee-- 
A. FRANK RICHARDSON, 
Chamber of Commerce, Tribune Building, 
CHICAGO. NEW YORK. 
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Chicago's 


Finest Systems of Street Cars 
are those of the 


North an West Sides. 


Annual traffic over 165,000,000. 


$9$00OOC-~O<DPOCeCe-- 


“Advertising 


is controlled by 


CARLETON 
and IC ISSAM. 


Service and appearance of cars 
the best in the city. 


Office: 87 and 89 Washington St. 
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There are a lot of 
funny things in the 
world, but the fun- ( 
niest of allis that 
~ some really good, 
shrewd _ business 
men worry and work and 
) lose sleep over the details 
of their advertising when 
we are ready to take it 
all off of their hands. 
Wecan do better adver- 
tising and do it cheaper, 
The preparation of attrac- 
tive ads is half the battle 
—proper placing is the 
other half. The best 
writers and artists work 
for us, and 30 years has { 
taught us all the ins and 
outs of “ placing.” 





Write to us about it. 








The Geo. P. Rowell Advertising Co., 
10 Spruce Street, New York. 
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